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SANDALWOOD OIL 


Obtained from selected Mysore heartwood, Genuine Mysore Sandalwood Oil, distilled at our 
Linden, N. J., plant, is the chosen standard of purest quality for leading Perfumers the 


world over. 


The delightful effect imparted by genuine Mysore Sandalwood Oil cannot 
be satisfactorily duplicated by natural or synthetic material from any source other than 


authentic Santalum album linnae. 


Sole Agents for the United States, W. J. BUSH & CO. Inc., Sole Agents for Canada, W. J. BUSH & CO. (Canada) Lid., 
New York 4 Montreal, Canada 


= Otbefte Effence Diftilters”’ 
W. J. BUSH & CO. 


Incorporated 
Essential Oils * Aromatic Chemicals + Natural Floral Products 
11 EAST 38TH STREET, NEW YORK 16,N. Y. * Linden, N. J. 


NATIONAL CITY, CALIFORNIA + LONDON + MITCHAM + WIDNES 
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cozsee=) (MERICAN DISTILLED OLS 


PRODUCED AT OUR BROOKLYN FACTORY 


CLOVES OPOPONAX CARAWAY 

NUTMEGS CARDAMOM PIMENTO 

STYRAX CELERY OLIBANUM 
also 


CITRAL EUGENOL 


RESIN LIQUIDS 


TONKA OLIBANUM BALSAM PERU 
LABDANUM BALSAM TOLU 
OPOPONAX STYRAX DEERTONQUE 


Headquarters for Almonds Sweet U.S.P. 


Essential Oils * Aromatic Chemicals * Perfume Materials * Colors 


GEOR GE LUEL DERS & LO 


427 WASHINGTON STREET, EW YORK ey 


CHICAGO - SAN FRANCISCO - MONTREAL - - sy touis é P ILADELPHIA « ‘tos ANGELES - TORONTO 


ESTABLI shkes 188 5 fe 








DON’T TELL Wax Faclor 


THERE’S NO SANTA CLAUS! 













—" + 


because the Mar Faclor-Hollywood Christmas Package makes 


Max Factor Christmas Sales something to wonder at. 


~~, 
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This is the attractive red and 
gold Max Factor Gift Package, 
WA ee ae 
tains, displays and glamorizes 


WAP a aaa  e 









zy 
pat 


NEVER UNDERESTIMATE 
THE POWER OF THES) 
PACKAGE! | 


WAY TO INCREASED SALES. Let Ritchie help you 
develop a better package at low unit cost. A practical, 

= production-planned package that instantly identifies, 

fully protects and conveniently dispenses your product. 
Easy to fill or pack—to handle, to display—but 

above all an attractive SELLING package. 

New York « Detroit « LosAngeles « Stl « Minneapolis + Milwaukee 


Atlanta « NewOrleans « Denver «+ Portland «+ Seattle +. Miami 
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-4375 cup 
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De Luxe polished Rich Low brass — baked 
lacquer finish 


Free wheeling mechanism — It is impossi- 


ble for the filler to swivel up while the cap 
is on 


e ‘‘Click-Tite’’ closure” 


PHONE, WIRE OR WRITE FOR SAMPLES 


Us INDUSTRIES 


se ee lf a a ee ee oe 
RE SOS se ee ee ee es eee 
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| consider the many advantages of a product that not only perfumes your sun-tan 


preparations most attrectively, but which in itself is a very effective screen against the 
burning rays of the sun. Then you'll understand why Felton’s Sunaromes have been widely 
used in the manufacturing of so many successful sun-tan products. 

Sunoromes are supplied in a number of delightful 
fragrances ond it's easy to make fine sun-tan 
preparations with them 

Just mix Sunaromes with the base you prefer 
water gum, water alcohol, or even water alone. You 
can also use a liquid cream base, mineral oil, fatty oil, and others. It's the Sunaromes 
that make them effective sun screens and scent them so attractively. The protection 


5 NOSitiVe and there is no problem of skin irritation 


FELTON CHEMICAL CO.,, we 


ana N AVENUE BR < KLYN, N y BRANCHES IN PRIN F ITIVE 


SUNAROMES “O” are oil soluble 
SUNAROMES “W” are water soluble 


WRITE NC 


containing 


IW for Samples anda lea 
complete data prices 


interesting formulas 
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IN KUPFER NOVELTY PAPERS 0 


FOIL AND METALLIC PAPERS + LACE PATTERNS 
LEATHER, SIMULATIONS «~« FLORAL PRINTS 
TRADE-MARKED PAPERS + OVER 5000 OTHER PAPERS 


Plan your Easter packaging NOW with Kupfer papers, refreshingly new and appropriate for the 
entire spring season. Colorful, stimulating printed or embossed papers, exclusively Kupfer’s, are ready 
for selection for box coverings, linings, package wraps, labels, etc. If desired, Kupfer packaging 


specialists will create a paper for your specific needs. COLOR SELLS 


KU PFER BROS. C0. 4 ASTOR PL. NEW YORK 3, N. Y. 


Manufacturers of Surface Coated Papers Since 1845 


KUPFER BROS. PAPER CO. Southwest Representatives: FRYE PAPER COMPANY Branches in: 
145 West Hubbard Street MODERN PACKAGINGS 1510 Santa Fe Avenue Poors uae 


Chicago 10 Irwin-Keasler Building Los Angeles 21 SEATTLE 
Ilinois Dallas 1, Texas California SAN FRANCISCO 
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a welcome beach accessory 
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We have devoted 57 years to supplying packagers 
with glass containers made to the most exacting standards. Perhaps 
that is why so many quality minded buyers of commercial glass 


continue to specify Carr-Lowrey. 


CARR-LOWREY 
GLASS CO. 


Factory ond Main Office: BALTIMORE 3, MD. «+ New York Office: 500 FIFTH AVENUE (18) «© Chicago Office: 1502 MERCHANDISE MART (54) 


OPAL JARS e HANDMADE GLASS BOTTLES @© MACHINE MADE FLINT GLASS BOTTLES 
= ° e ° 
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THe AVAILABILITY, 


of these ‘acomparable 


ya ABSOLUTES. ever ™" SEILLANS FLORAL 


ities, will 
present limited quantities. 


der to 


gain begin 


happy remin 


at they can 9 


perfumers th 


n terms of lovelier 


to think and plan i 


and more distinctive 


*The name SEILLANS is to floral extractives what Sterling 
is to silver. . . . It is our firm’s symbol and guarantee of the 


— FLOWERS 
absolute purity, concentration and superiority of products so 
labeled. Our Seillans Floral Absolutes come from a region 
where favoring climate and rich fertility of soil insure the 
quality and abundance of its harvests. In their production we ul 
employ the most advanced type of rotary extractors in con 
junction with a special grade of highly refined volatile solvent ey 
Actual extraction takes place only when crop conditions are 
ideal . . . and immediately the freshly harvested flowers become 


available. Ample plant capacity makes such timing possible 
and thus obviates the necessity of ever using premature or over 
bloomed, and therefore, odor-deficient flowers. All of this work 
is under the capable supervision of experts reared in the art 


and intricacies of flower oil production. We are indeed proud 
to have our name identified with the Absolutes produced in 
Seillans. 


ERITZSCHE BROTHERS, Inc. i 


PORT AUTHORITY COMMERCE BLDG., 76 NINTH AVENUE, NEW YORK II, N.Y. 


eens BRANCH STOCKS — 
BOSTON CHICAGO LOS ANGELES ST. LOUIS TORONTO, CANADA MEXICO, DO. F. 
eacrtreetes at Crterom, mM 4. AMD SHtHLEawS ives eRance 
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The delightful odor of this Seillans Absolute is much smoother, fuller 
and far more lasting than that of oil of neroli which it resembles. One 
of the least dispensable of flower oils, it blends with all floral and 
fancy bouquets, especially the heavier types to which it imparts a 
fullness and flowery richness impossible to duplicate by any other 
means 


This Absolute, extracted from freshly harvested flowers, blends par- 
ticularly well with jasmine, bergamot and lavender. It is employed to 
great advantage in all modern compositions where smooth odor and 
high fixation are desired. Its odor is similar to, but much softer and 
consideraply more lasting than that of distilled clary sage oil which it 
otherwise resembles. 


No combination of synthetics or essential oils can produce the exquis- 
ite beauty and smoothness of fragrance imparted by Jasmine Absolute 
Seillans. It is, in truth, an indispensable adjunct to practically every 
fine perfume. No material will add more to the life-like beauty of 
your composition than this outstanding product of our Seillans manu- 
facturing plant. 


Extracted with volatile solvents from the freshly picked flowers. Abso- 
lute Mimosa Seillans provides the perfumer a most interesting floral 
material. Its soft, pleasant fragrance blends delightfully with most 
floral and fancy compositions, and at the same time supplies a high 
degree of fixation. This intriguing Absolute merits your earnest con- 
sideration 


Its fragrance full, rich and extremely lasting, this important Seillans 
Absolute is a valued adjunct to compounds used in the scenting of 
powders and creams. It is also widely used in fancy compositions and 
in innumerable floral—and especially rose—type bouquets. It is scien- 
tifically extracted from the freshly picked flowers of inimitable centi- 
folia rose. 
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SEILLANS ....A GUARANTEE 
OF SUPERIORITY... . 


OW that the floral extractions of European producers 
are again reaching American markets, it seems fitting that we 
explain our firm's unique position with respect to the produc 
tion and supply of these very important natural oils. Prior 
to the introduction, some years ago, of our now world 
renowned SEILLANS Brand of flower oils, concretes and 
absolutes, there existed in this country no true standards as 
the bases for comparison and evaluation of incoming samples 
of oils. The industry's knowledge of the genuine materials 
was based primarily upon book learning. Incoming samples 
could only be analyzed in the laboratories after their arrival 
from abroad and the findings compared with data published 
in text books then available. Invariably, allowance had to 
be made for certain inconsistencies in the constants of the 
samples and the constants in the shipments, for aside from 
adulteration, such variations might stem from differences in 
methods of distillation, in season of production or in region 
of origin. And, since authentic information was, at best, 
extremely difficult to obtain, the situation was frequently-—to 
put it mildly—most confusing 


It was this situation that led us to the realization that only 
by establishing our own plant and organization in the region 
of production and by following each harvest through the 
various stages of extraction to the finished oil could we estab- 
lish anything like true standards of quality for our products 
Our Seillans plant, taken over by us in 1928, provided the 
solution to our problem and the problem of manufacturers 
whose quality of product depended upon a reliable source of 
absolutely pure, uniform natural floral products, produced 
under ideal conditions and by the most advanced methods of 
scientific production 


As the pre-war pioneer and only American supplier to main 
tain its own floral extraction plant on French soil, we are happy 
to be able to resume the offering of these matchless Seillans 
products for the added beautification of perfumes and cos- 
metics produced by American manufacturers 


FRITZSCHE BROTHERS, Inc 





Florentine Orris 


ea OIL OF ORRIS ROOT FLORENTINE CONCRETE owes its high irone content and superb quality 
to proper selection and aging of root material and to the specially devised, carefully supervised 

process of distillation employed at our Seillans plant. The root material used by us is the finest pro- 
duced. It comes from the sun-drenched hills of Florence and is used for distillation only after 

prolonged aging. A special building at Seillans houses our orris distillery and produc- 

tion goes on here continuously throughout the year. . . . It is a just pride in its exquisite 


quality that prompts our recommendation of Seillans Oil of Orris. 


FRITZSCHE BROTHERS, Inc. 


PORT AUTHORITY COMMERCE BLDG., 76 NINTH AVENUE, NEW YORK II, N.Y. 


Te BRANCH STOCKS 
BOSTON CHICAGO LOS ANGELES ST. LOUIS TORONTO, CANADA 


MEXICO, DO. F. 
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LIKE THE FLAVOR 
OF A FRESH-CUT 
LEMON.... 


When it’s /emon you want, Exchange is 
the Oil! 

More than 80% of all the lemon oil used 
in the United States is Exchange Lemon 
Oil. This overwhelming endorsement by 


the trade is your assurance that Exchange 


& Essential Oil Review 


Lemon Oil delivers flavor... clarity 


and uniformity not found in any other 


Lemon Oil. 


Always specify it by the brand name 
when you order — Exchange Oil of 
Lemon. And to insure your satisfac- 


tion, accept no other brand. 


Distributed in the United States exclusively by 
DODGE & OLCOTT, INC. 
180 Varick Street, New York 14, N. Y. 


FRITZSCHE BROTHERS, INC. 
76 Ninth Avenue, New York 11, N. Y. 


Distributors for: 
CALIFORNIA FRUIT GROWERS EXCHANGE 
PRODUCTS DEPARTMENT, ONTARIO, CALIF. 


Producing Plant: 
EXCHANGE LEMON PRODUCTS CO., CORONA, CALIF 
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Many a woman whose means prohibit Oriental 
pearls, is wearing their twins in beauty—cultured 
pearls. Imagination prompted the insertion of a 
small mother-of-pearl bead in an oyster. Perse- 


verance endured while the oyster did the rest. 


Many a woman is wearing unique, exciting per- 
fume today. because our imaginative research- 
artists combine aromatics in brand new ways—and 


persevere until they attain what they have imag- 


ined. Their skill is yours for potic= op 
7 a | 
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courtesy Imperial Peari Syndicate. New York 





ADIANTUM 


silver Anniversary 


MAHAN ULL 


CONCENTRATED 


LIQUID SOAP 
SHAMPOOS 


(Coconut & Castile) 


°° + e } > 


POWDERED SOAPS 


Pure Coconut 
U.S.P. Castile 


+ ¢©¢ ¢ © ¢ 


POTASH SUAPS 


Soft Potash 40% 
U.S.P. XIl Green 


> + + + 9 


Kranich Soap Company, Inc. 
55 Richards Street Brooklyn 31, N. Y. 


WLU 


KRANICH SOAPS 


Doi NNUAL LULU 
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EXPERIENCE TAUGHT AMERICA 


When Mark Twain was working on a Riverboat, plying the Mississippi 
D&O was leader in its field 


Producing ... Planning . . . Building... Doing— 
America learned thru trial and error, thru the 
demands of inexorable reality. With her heart 
and her head, with her arms and her tools she 
worked, worked, worked, inspired with a dream 
of better things and a better world to come. And 


for close to 150 years D & O wasa living, integral 


part of this great American Adventure, acquir- 
ing special skills and talents, introducing new, 
improved techniques and methods. And today, 
D& Ocontinuesto maintain leadership in its field 
as in the days of America’s infancy...continues to 
serve industrys exacting needs...continues to pro- 


duce, plan and build for a greater, better America. 


DODGE & OLCOTT, Inc. 


180 VARICK STREET, NEW YORK, W. Y. 
Boston « Chicago + Philadelphia + St. Louis + Los Angeles 
Plant and Laboratories, Bayonne, N. J. 


RAW MATERIALS = ESSENTIAL OILS = AROMATIC CHEMICALS = PERFUMES 


ESTABLISHED 1798 


& Essential Oil Revieu 
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A GREAT NAME 
IN COSMETICS 


With offices and factories in Chicago, New Lipstick Cake Make-up 
York and Toronto, Helfrich service is easily 
available and capable of offering many ad- 
vantages in business expansion. Eyeshadow 
Face Powder 


Creme Rouge Perfume 


Cologne — 


Helfrich manufactures under private label Face Cremes 
every cosmetic product. At right is a list in . 
regular production in our modern, scientific Sachet Lotions 


factories under rigid quality control. 


Mascara 


@ HELFRICH LABORATORIES, INC., 737-9W. JACKSON BLVD., CHICAGO @ HELFRICH LABORATORIES OF CANADA, LTD., 690 KING ST., WEST, TORONTO, ONT. 
@ HELFRICH LABORATORIES OF N. Y., INC., 151-163 WEST 26TH ST., NEW YORK © CABLE ADDRESS: HELFLABS, NEW YORK... CHICAGO .. . TORONTO 


HELFRICH Laboratories 
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THE NEW PERFUME FRAGRANCE 


with the subtly 


changing character Florelle —such a demure little fragrance 
... So light, so flowery, so innocent ... and then, all of a sudden, Florelle be- 
comes warm, mysterious, almost Oriental—a fragrance that can only be described 
as seductive! 


There’s drama for you in this exciting new perfume specialty base . . . and drama’s 
what’s wanted, these days, especially for products in the higher-price groups. 


TRY FLORELLE FOR YOUR! NEXT PERFUME AND TOILET WATER PRODUCTION 


i 
Write us for a free i 


sample today! Vy LI ALO 


15 East 30th Street, New York 16, N. Y. 


Atlanta, Chicago, Dallas, Memphis, Pittsburgh, San Francisco, Los Angeles 
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THE NEW ARLACELS*... 
“SUPERIOR, LIGHT-COLORED EMULSIFIERS 


Here are the lightest-colored emulsifiers available 
today — heightening the possibilities for even greater 
elegance in your products. Their clarity—their clean, 
neutral odor — allow the ARLACELS to perform 
their emulsification job unobtrusively. Yet they 
possess the superior emulsifying characteristics 


for which Atlas surface active agents are well 





known. Because they are non-ionic, they lend 
superior stability to your emulsions, and are 
compatible with most other surface active agents. 

Cosmetic and pharmaceutical chemists who 
are anxious to make important improve- 
ments in topical application formulas are 


invited to write us tor more details. 


*ARLACEL—Rexg. U. 3, Pat. Off. 





ae ATLAS 


INDUSTRIAL GHEMICALS DEPARTMENT The 





ATLAS POWDER COMPANY, WILMINGTON 99, DELAWARE ¢ OFFICES IN PRINCIPAL CITIES « CABLE ADDRESS « ATPOWCO 
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FOREIGN REPRESENTATIVES 


Maximo A. Kuderli 
Rodriguez Pefia 233 
Buenos Aires, Argentina 


Blemco S. A. 
Caixa Postal 2222 
Rio de Janeiro, Brasil 


Carlos Bobbert 
Casilla 9660 
Santiago, Chile 


Agencia de Papeles y 
Ferreterias Ltda. 
Apartado Aéreo 4608 
Bogota, Colombia 


Juan Gonzales 
Sitios 355 
Habana, Cuba 


Sahdala & Co., C. por A. 
P.O. Box #27 

Santiago de los Caballeros 
Republica Dominicana 


H. G. Zevallos Menendes 
Casilla 602 
Guayaquil, Ecuador 


Julio Lopez Martinez 
Apartado 229 
Guatemala, C. A. 


Synthetic Aromatic Products and Organic Isolates « Synthetic Flower Oils and Aromatic Bases* Bouquets and Finished Compositions 





Alberto Farres 
Apartado 7233 
México, D.F., México 


Manuel J. Riguero & Cia. Ltda 
Managua, Nicaragua 


La Quimica Suiza S.A 
Avenida Wilson 706 
Lima, Pert 


I. Oriol Escoda 
Esq. Socarras 
Caracas, Venezuela 


Assem Beyhum 
King Fouad Avenue 
Beirut, Lebanon 


Sapriel & Douek 
16 Sheikh Hamza Street 
Cairo, Egypt 


I. Spitzglass & Sons 

Queens Rd. & Norfolk Street 
Woodstock 

Cape Town, South Africa 


Indian Chemical Works 
Khurshed Building 
Mahatma Gandhi Road 
Karachi, India 





Filly 


thrills you with its never-ending possibilities 





—ds a new aromatic note in your Chypre, Fougere, 


Oriental, and exotic blends. 


You need only a “touch” of this unique aromatic— 
with its striking suggestion of the rich, pungent odor of 
tobacco smoke — to produce a novel effect. 

It imparts a new, smart twang that is at once significant, 
yet difficult to discern. In judicious quantities, 

it can rejuvenate one of your old compositions, 

or provide the distinctive character you are seeking 

for that new composition you are planning now. 

It pays to get a working sample as an “idea starter.” 


Write for yours today. 
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(Vacuum Distilled THIOGLYCOLIC ACID) 


Assay 75% (approx.) HS-CH,-COOH 





Thiovanic Acid, being Vacuum dis- 
tilled, is a product of superlative 
purity. No other manufacturer of 


thioglycolic acid offers better. 






You will want to buy Thiovanic Acid 
for best results and a trouble-free 
product. Place your order with us 


today and assure delivery. 







NOW 


$2.20/Ib. (100% basis) in carboys 
$2.00 / Ib. (100% basis) 1000 Ibs. 


monthly on contract 


Expo al tngutrtes solicited 


EVANS 


WA Wins Shwe OY Thon 


250 EAST 43rd STREET, NEW YORK 17 


In England, Evans Chemicals, Limited 
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HYDROXY CHTRONELLAL 


| STILL A SCARCE ITEM 


| 


Ymitation 


«eee HYDROXY ORBIS |, 


is helping others out of a difficult situation. It might 
help you. 








Available in two grades:--- 


Ymitation 


xxx HYDROXY ORBIS *5 


For inexpensive compounds and soaps. 


Gmitation 


«xxx HYDROXY ORBIS EXTRA 


Suitable even for the finest creations and still quite 
inexpensive. 





SAMPLES AND QUOTATIONS 
AWAIT YOUR INQUIRY 














COSMETIC RAW MATERIAL PERFUME BASES QUINCE SEED 
WATER SOLUBLE GUMS ESSENTIAL OILS OLEO RESINS 
FOOD COLORS FRUIT FLAVORS STEARIC ACID 






WAXES 
THYMOL 
AROMATICS 








CHICAGO 





PHILADELPHIA MEXICO, D.F. BOSTON LOS ANGELES MEMPHIS, TENN. 
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Available now — exquisite miniature perfume containers, ranging in capacity 
from a few drops to one ounce! Photograph shows one popular shape: Note 
how individuality and character can be dramatized by use of decorative stoppers 
and hand-applied floral designs. Exclusive styles can be manufactured on 


special order. 


GLASS INDUSTRIES MINIATURES 
FEATURE PATENTED ‘’THREAD-LOK”’ 
STOPPER—APPLICATOR which prevents 


leakage and evaporation of perfume. 


ae NGORPORATED 
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K\DDY KOSMETICS 


A lively baby market expanding by 
leaps and bounds is an open invitation 
to share in the baby boom. The Dreyer 
Perfume Stylist can help you select 

a group of delicate, wholesome scents 
suitable for infants or two-to-sixers, 
whether you are producing individual 
items or kiddy combinations of talcs, 


oils, soaps, ointments and creams. 


SEND FOR CATALOG “B” 


f Pye es > Dr; | 
pReEY ER Ine. \ 


9 \ 
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PERFUME COMPOUNDS + FLAVORS 


CHICAGO. . . WM. H. SCHUTTE CO. KANSAS C 
CINCINNATI . WM. G. SCHMITHORST 
ae Se AND CITIES THROUGHOUT MIDDLEWEST 
LOS ANGELES. . ALBERT ALBEK, Inc. MEXICO. . . . . EMILIO PAGUAGA 
119 WEST 19th STREET - NEW YORK 11,N. Y. PHILADELPHIA . . . . R. PELTZ CO. PRINCIPAL CITIES IN SOUTH AMERICA 


a x7 Apa BOSTON . . HAROLD H. BLOOMFIELD THOMPSON-HAYWARD CHEMICAL CO 
a > <a ITY 
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The Heyden products — serving the perfume industry — listed below are but 
some of the numerous chemicals serving dozens of industries, that are finding their 
way into hundreds of finished products. Some of these Heyden chemicals are directly 
blended into perfumes, others are used as intermediates to synthesize chemicals for 





the perfume industry. 
Our laboratories give constant attention to developing new uses and applications 


for Heyden Chemicals. This service is available to you. 
BENZALDEHYDE N. F. 


e LY ait Re is * - a — * 
(synthetic oil of bitter almonds) PS H , y \D ) 
BENZYL CHLORIDE (refined) . ~~ Olad/ 


METHYL BENZOATE (niobe oil) 





si « 

/ Corporation 
. 3 SEVENTH AVE. NEW YORK 1, N. Y. 
METHYL SALICYLATE U. S. P. P Oh Sales Ofc: 180 N. Wacker Drive, Chi 6 

(synthetic oil of wintergreen) ‘ ck te) > Ben = ic Acid -B 5 Chloride 
re Bromides « Formates Chlorinated Aromatics - * Medicinal 
Technical Data Sheets on these and other ' Creosotes - F helide = 0 le Kidd < Bilyce 
Heyden products will be sent upon request. : phates - Medicinal Guaiacols - Nexumethvé tramine, 


Penicillin - M.D.A. - Paraformaldehyde - Parahydron yi 
= Sra serps $8 * Pentaerythritols - Salicylates: . 


‘ . P 
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ETHYL BENZOATE 
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“| tried it once... didn’t like it” 


Don’t run the risk of 
disappointing your 
customers with a prod- 
uct that “settles out,” or 
has awateryorcurdled 
appearance. Give it an 
even and \asting dis- 
tribution of color and 
body with Kraystay. 


he amount of stabilizer called for in most 

formulas is so small that its importance is 
often underestimated. But. if a stabilizer 
stops separation, curdling or “settling out,” 
it is as important as the most costly ingre- 
dient. Many progressive manufacturers have 
found that Kraystay definitely improves their 
products through an even and /asting distri- 
bution of color and body. 


This remarkable vegetable stabilizer, used 


in varving proportions. has unusual stabil- 
izing. emulsifying. thickening, suspending 
and gelling properties. Kraystay is adaptable 
for use in cream lotions. hand lotions, tooth- 
paste, cosmetics. pharmaceuticals, foods, and 
many other products of medium or low acidity. 


Don’t overlook the possibilities of improve- 
ment. Call or write today stating the nature 
of your product. Or, if you wish to submit 
your formula, Kraft technicians will be glad 
to assist you in the application of Kraystay 
to it. Kraft Foods Company, Dept. Y-8, 500 
Peshtigo Court, Chicago 90, Illinois. 


FROM TINY FRONDS OF CARRAGEEN (edible 
Irish moss) gathered from the cold ocean 
floor, Kraft extracts a clear, pure 
vegetable gelose for use in the 
manufacture of Kraystay. Mod- 
@ ern scientific laboratory control 
insures the uniform high quality 
of this consistently efficient 

stabilizer. 


KRAYSTAY 


MADE BY KRAFT 


A NEW DEVELOPMENT IN VEGETABLE STABILIZERS 


99 ¢ 7 . 
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ELYNIELLE 5507 


Keyed to the sophisticated taste, this new creation of our perfume 
laboratories will appeal to the manufacturer who is looking for an 


odor distinctively different in conception and execution. 


VAN DYK & COMPANY, INC. Pioneer American Manufacturers of Perfume Aromatics 
Belleville 9, New Jersey 
Los Angeles 12: 1282 Sunset Boulevard 
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oO F QUALITY AND UNIFORMITY 


FOR SOAPLESS, NEUTRAL AND ACID EMULSIONS 


TEG IN — Glyceryl Monostearate — Self emulsifying. For neutral 


greaseless creams, lotions and ointments. 


TE GACID — Glyceryl Monostearate — Acid emulsifying. 


For greaseless anti-perspirant creams and ointments. 


TEGIN p — Propylene Glycol Monostearate — Self 


emulsifying. For brushless shave creams, greaseless creams, 


lotions, ointments and cosmetic stockings. 


TEGIN Dao — Glyceryl Monostearate — 


Non-emulsifying. 


Esters of Parahydroxybenzoic Acid 
TEGOSEPT E TEGOSEPT M _ TEGOSEPT P_ BENZYL TEGOSEPT BUTYL TEGOSEPT 


2. 2. 2. 2. DD. DD, 2. 2, 2. 2. DD. DD. DD. @ 2. 2. D9. DD. DD. DD. DD. @ 
oefongeesetoetoete oo eloetooteetontoetectoeloetontoeloetoeloeteetoeleeloelealeeloeteetoeleeleeloelentoete 


PROTEGIN X—For Nite Creams and Ointments. 
1SO-LAN—For Creams, Lotions and Ointments. 


GOLDSCHMIDT 


CHEMICAL Cc OR POR A T 


153 WAVERLY PLACE, NEW YORK 14, N. Y. 


SALES REPRESENTATIVES 
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... Capturing for your practical needs...in this superb inter- 


pretation of its subtle fragrance... the mystery of the exotic mood... 


FLORASYNTH’S Exotic SUPREME 


... delicate appeal... amaziné practical application ... An essence 
PI 5 | 


supreme... 
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Horasynthelies 


for faithful 
FLORAL REPRODUCTIONS 
“Der 


JASMIN - BERGAMOT - LAVENDER 
and others... 


Established Essentials! 


Sorasynlh svorinonies, INC. 


DALLAS 1 «+ DETROIT 2 * MEMPHIS 1 * NEW ORLEANS 13 + ST. LOUIS 2 © SAN BERNARDINO «+ SAN FRANCISCO 3 


Florasynth Labs. (Canada) Ltd. — Montreal * Toronto * Vancouver © Winnipeg 


Florasynth Laboratories de Mexico S. A. — Mexico City 








)ststanding 
( 
Syflew Specialties 


« 


SASMISIA No. 325 


Powerful and delicate Jasmine note for all 


cosmetics and soaps. 
ORCHIDEE 

A specially purified Amyl Salicylate 
ORCHIDONE 


Highly refined Iso Butyl Salicylate 


VANILLODEUR 


Perfect reproduction of the odor and the 


flavor of Mexican Vanilla Beans. 


Samples upon request. 


SyntleurS cientific Laboratories he —_ MonticelloV. ¥. 


FOUNDED !689 BY ALOIS VON ISAKOVICS 
ATLANTA - DETROIT + HAVANA =: RIO DE JANEIRO + MEXICO, D.F. 
NEW YORK CITY EXPERIMENTAL LABORATORY—509 MADISON AVENUE, NEW YORK 22, N. Y.— ELDORADO 5-4757 
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Editorial 
Comment 


The Honeymoon 
Is Over 


In general, buying habits of the 
\merican public were changed by the 
war. During the period of 1929-1940, 
non-durable goods sold in a definite- 
ly coupled pattern with disposable 
income, so that as the national in- 
come rose and fell, sales rose and fell 
in uniform conformation. 

With the end of the war, this uni- 
form pattern no longer applied. Fol- 
lowing V-J-Day, sales increased rap- 
idly despite a slight decline in dis- 
posable income. 

Now we are going through still an- 
other change. It is now possible to 
walk into a store and choose prac- 
tically any model of any ‘make radio, 
luxury items such as fur coats and 
costume jewelry are going begging, 
and there is better chance of getting 
prompt delivery on heavy industry 
merchandise than has been the case 
in many years. From now on, non- 
durable merchandise is not going to 
he piled high in departments because 
it sold so fast as to hardly merit 
being routed through the stock room. 

This all means that some members 
of the cosmetic industry are in trou- 
ble. So what! We don’t know much 
about such things. but we venture to 
say that some members of the mush- 
room growing gentry and of the arti- 
ficial flower manufacturing industry 
are also in trouble. 

Those firms who through the years 
have the backbone of this 
business, and those individuals who 
through their skill and brains have 


been 


guided this industry to its present 
stature have nothing to fear. 


What of the 
Excise Tax 


Through presidential proclama- 
tion, hostilities of World War II have 
been declared ended. This means that 
as of June 30, 1947, the present 20 
per cent excise tax will no longer be 
in effect. 

Congress can do any one of a 
number of things about the new tax. 
Among others, it might go from the 
extremes of no tax at all to the pres- 
ent tax of 20 per cent. If we were 
given to forecasting, we would choose 
the old, pre-war tax of 10 per cent. 
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Neperio: Gums and 
Resins are shipped 
to the laboratories of S. B. Penick & Company where 
they are processed into the “ne plus ultra” Absolute 
Resins so valuable to discerning, creative perfumers. 
All Penick Absolute 


Resins are prepared under rigid step-by-step labora- 
tory control and the aromatic principles of the raw 


materials are retained to the maximum degree. 


For greater facility and 
convenience we supply these essentials also in the 
form of Soluble Resins. 


We are now offering 


Absolute and Soluble Resins of: 


GALBANUM LABDANUM 

MYRRH OAK MOSS 

OLIBANUM OPOPONAX 

PERU STYRAX 
TOLU 


Your orders are solicited 
and all inquiries will receive prompt attention. 


——— 


Peer 


9. B.PENICh \& COMPANY 


SO CHURCH STREET, NEW YORK 7, N. Y. 735 WEST DIVISION STREET, CHICAGO 10, ILL 
Telephone, COrtlandt 7-1970 Telephone, MOHowk SAS! 
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DE-IONIZED WATER 

Unless the equipment is cleaned 
throughout, regularly, de-ionized 
water may lead to complications 
after cosmetics are bottled. Bacteria, 
yeast and molds tend to accumulate 
in the cells and set up housekeeping. 
Water coming from such equipment 
requires more than just the ordinary 
amount of preservative. So, if you 
are using de-ionized water, and have 
experienced undue spoilage, better 
look into your equipment. 


ANTIPERSPIRANTS 


If the correspondence is any indi- 
cation of interest, this summer is 
going to see a lot of new brands of 
antiperspirants competing with each 
other. 


SUDS, LATHER, ETC. 


Apparently Harris got a lot of 
people thinking as a result of his se- 
ries of articles on shampoo. Suds, 
lather, foam and bubbles are as 
much understood and as exactly mea- 
sured and reported as moisture gains 
and losses in aqueous (or non- 
aqueous) solutions of polyols. It all 
depends on what you hope to prove 
under the conditions of test. So. 
don’t be surprised if “suds” and 
“lather” get more airing in print. 


"HYDROXY", IONONE REPLACEMENTS 

I’ve seen several of each, and 
while the products are different in 
smell, in use they work pretty well. 
The day of replacements is not vet 
over. 


“CONTAINS LANOLIN" 
I believe a consumer has the right 
to expect (of a product labeled 
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Vesiderata 


by MAISON G. pENAVARRE 






wr 


“contains lanolin”) an amount of 
lanolin that will manifest the effect 
of lanolin in the production in ques- 
tion, under conditions of use. This 
thought has to be tempered with 
practical fact. however. 

In the case of cream shampoo for 
example, if you put in much more 
than 1 per cent lanolin, the foam is 
lost. The question is, will this amount 
of lanolin have any effect . . . and 
just what effect of lanolin is supposed 
to be expected of any lanolin pres- 
ent in cream shampoo? [| would 
like to have it defined and shown 
sometime, 

In creams. usually from 3_ per 
cent upwards can easily be incorpo- 
rated. The 3 per cent would be mini- 
mum in my mind. Due to the hy- 
drous nature of the creams, the per- 
centage will increase as the water 
evaporates. 


VANILLIN REPLACEMENTS 


\ couple of unusual crystalline 
replacements for vanillin and ethyl 
vanillin are being offered. They 
look pretty good. One is supposed 
to duplicate the complete flavor value 
of Mexican vanilla beans. This one 
appears to be stronger than vanillin 
itself (by at least 2 times, according 
to the supplier), while the other is 
supposed to be 4 to 5 times stronger 
than vanillin. In these days of short- 
ages, such replacements or stretchers 
are worth investigating. 


SHAMPOO INGREDIENTS 


One of the things exposed by in- 
vestigations of German cosmetics is 
the rather wide use of lecithin in 
shampoo. Sometimes with soap and 
other times with “wetting agents.” 












M. G. DeNavarre at work in his laboratory 


So far, | have found only one lecithin 
that might be sufficiently free from 
soybean oil to prevent clouding, and 
it will be interesting to learn how 
stable lecithin really is at pH from 
5.5 to say 10.0. The literature 
seems to indicate that it hydrolyzes 
to odorous by-products. It will be 
good to know who is wrong. 


QUESTIONS 
AND 


ANSWERS 


626. LIQUID SHAMPOO 


Q: Can you tell me whether there 
is any such thing as a liquid sham- 
poo that lathers and is neutral? If 
there is such a product made, will 
you please let me know where I can 
purchase it? 

Z. A.—WeEstT VIRGINIA 


\: To lather and to be neutral at 
the same time, a shampoo will prob- 
ably have to be of the synthetic de- 
lergent type. Soap shampoo at a pH 
of 7 would have little or no lathering 
power. The point to watch in syn- 
thetic detergent shampoo is that there 
is a tendency for them to become 
more acid during processing and on 
aging. An appropriate buffer should 
be added. such as one of the sodium 


phosphates. Any of the synthetic 


* detergents that are soluble to the ex- 


tent of about 15 per cent will be 
satisfactory ingredients for this pur- 


pose, 
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REME SHAMPOO is one of the many drugs and 

cosmetics being newly packaged in collapsible 
tubes. Manufacturers are finding that few containers 
can equal the convenient, economical, and sanitary 
features of tubes. Their lightness and toughness make 
them ideal for shipping . . no breakage problem. 
Consumers appreciate these better containers, too. 
For instance, Creme Shampoo in tubes can be used 
in shower or bathtub without risk of breakage or 
spilling. It’s the ideal container for vacation and 
traveling. Surely all of these advantages should not 
be overlooked when you are planning your packag- 
ing. When you specify tubes, be sure to “Specify 
Sheffalloy” (Sheffield Process) Collapsible Tubes. 
You'll Jike their fine, uniform quality; their extra 
strength; the craftsmanship that assures sparkling, 
sharp tube de-oration. You can save time and trouble 
by ordering tube cartons simultaneously with your 
tubes, from this one dependable source. Write, wire 
or phone our nearest office today for prices, samples, 
suggestions. No obligation, of course. 


FILLING SERVICE 


If your tube filling facilities are 
inadequate, ship us your bulk 
product. We'll package it for you 
in tubes, jars or tins, ready for 


distribution to trade and con- 
5 H FFF EL EAP | CESS sumer. This is only ONE of the 
: git 2° pa ' 


EXTRA services available at 
Tu BE Ss 





NEW ENGLAND! 








NEW ENGLAND COLLAPSIBLE TUBE CO. 


3132 S. CANAL ST., CHICAGO 1c * NEW LONDON, CONN. ¢ W. K. SHEFFIELD, V. P., 500 FIFTH AVE., NEW YORK 18 
T. C. SHEFFIELD, 7024 MELROSE AVE., LOS ANGELES 38 © C. W. MILLER, 15] COLE ST., SAN FRANCISCO 17 
EXPORT DEPT: 500 FIFTH AVE., NEW YORK 18; CABLE “DENTIFRICE", NEW YORK 
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627. NAIL POLISH 


Q: As subscribers to your Journal 
which we find very interesting and 
useful we would be obliged if you 
could help us with a formula for 
manufacturing a high grade nail 
polish, or enamel, which would 
possess the following properties viz. 

l. The enamel must flow on even- 
ly. 

2. It must not be sticky. 

3. 1t must adhere well, not crack- 
ing or peeling ajter it has dried 
on the nail. 

1. Jt must leave a bright lustre on 
the nail. 

Thanking you in anticipation. 

W. S.— IRELAND 

A: It is difficult to prepare in a 
small factory, a nail polish with the 
characteristics desired of it. It is our 
policy to advise subscribers to pur- 
chase their nail polish from some 
large manufacturer. There is a fire 
hazard involved to begin with. In 
addition, the process requires ex- 
pensive equipment and a great deal 
of know-how. In the event you still 
feel that you want to formulate your 
own product, it is suggested that you 
read the chapter on Manicure Prepa- 
rations in “The Chemistry and Man- 
ufacture of Cosmetics” by deNavar- 
re. In this chapter, the author gives 
the description of the ingredients that 
are used and their effect on the film. 
Some type formulations are included. 


628. LIQUID CREAM SHAMPOO 
Q: Will you please suggest a good 


formula for a cream liquid and a 
cream paste shampoo. Would clay 
and borax and a synthetic detergent 
or soap paste give better lather? Can 
you suggest a good odor that might 
sell under the name of “ “? 
Also a good source for hormone sub- 
stance for use in hormone creams. 

A. A.—WASHINGTON 


A: One of the best ingredients for 
use in liquid cream shampoo is the 
synthetic detergent referred to as the 
sodium alkylated aryl polyether sul- 
fonate which is a 28 per cent emul- 
sion of active ingredients, having a 
pH of about 7. This material is 
opaque and fluid, retaining _ its 
opacity at high temperatures. The 
trade name for it is sent to you un- 
der separate cover. The cream sham- 
poo is best made from a sodium 
cocoanut alcohol sulfate, sold under 
a trade name which is sent to you 
under separate cover. You will have 
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lo use opacifiers in the product to 
maintain consistency in appearance 
at high temperatures. We are sorry 
we cannot suggest an odor to be sold 
under the trade name you have in 
mind for that is completely out of 
our line. The supplier's name of 
hormone concentrates for use in 
cream goes to you under separate 


cover. 


629. COLD PERMANENT WAVE 
SOLUTIONS 


Q: We would greatly appreciate 
your sending us formulas for a cream 
shampoo and a cold permanent wave 
sulution. Also please send the name 
of suppliers if specialties are used. 

B. V.—TENNESSEE 

\: Cream shampoo is best made 
from sodium coconut alcohol sulfate. 
suitably thickened and opacified with 
acid stable glyceryl mono stearate, 
sold under a trade name. Cold per- 
manent wave solutions are made from 
ammonium thioglycollate, maintained 
at a pH of approximately 9.5 and in 
a concentration of about 61% to 74% 
per cent, suitably buffered. It is best 
to buy the thioglycollate in concen- 
trated form and accordingly, we send 
you the name of several suppliers 
under separate cover. 


630. LIPSTICK, ROUGE FORMULAE 

Q: We are interested in securing 
a formula for lipstick and rouge. 
{lso we would greatly appreciate a 
simple outline for procedure of man- 
ufacturing same. Y. T—Ont0 


A: The manufacture of lipstick 
and rouge is a bit too complicated 
for the average manufacturer and 
accordingly, it is our recommenda- 
tion to subscribers that they have 
these made for them by a private 
label house. This is particularly true 
of cake rouge. In either case, the 
job is a messy one because a high 
concentration of colors with high 
tinctorial value are used. If you care 
to experiment with lipstick formulas, 
it is suggested that you read the 
make-up chapter in deNavarre’s 
“The Chemistry and Manufacture of 
Cosmetics.” Try formula No. 215 
which we quote below: 

Absorption Base Type A. 28 parts 

Ceresin 64° C, 25 parts 

Mineral Oil 210/220 15 parts 
5 parts 
15 parts 
2 parts 
10 parts 


Carnauba Wax 
Beeswax 
Bromo Acid 
Lake Color 




















631. SHAMPOO SETTLING PROBLEM 


Q: We have a great deal of trouble 
with shampoo settling out on stand- 
ing, having a white sediment in the 
bottom of the bottle, making it un- 
sightly. Can you give us any sugges- 
tions as to how we may correct this? 


H. H.—ALABAMA 


A: Your shampoo should be chilled 
and allowed to settle for at least a 
week and preferably for a month or 
six weeks in a cool place. It can then 
be siphoned off and filtered if neces- 
sary. In addition, you may add to 
your formula from 1% to 2 per cent of 
potassium tetrapyrophosphate, which 
will tend to stabilize the shampoo 
after it has been properly chilled. 


632. "MUD-PACK" PASTE 


Q: I would like for you to send 
me a formula for a so-called mud 
pack, something on the order of Bon- 
cilla, dries quickly, and draws the 


— J. D.—lIowa 


A: Make a paste of from 15 to 20 
per cent of cosmetic grade bentonite 
with water containing at least 0.15 
per cent methyl para-hydroxy benzo- 
ate, together with about 5 to 15 per 
cent propylene glycol, depending 
upon how rapidly you want the prod- 
uct to dry on the skin along with 
about 2 to 5 parts of sulfonated cas- 
tor oil, suitably perfumed. If you 
want to brighten the color, add 1 per 
cent or more of titanium dioxide, 
milling the entire mass after it has 
been made. 


633. FOUNDATION CREAM FORMULA 


Q: I am desirous of obtaining a 
formula which would serve as a foun- 
dation cream and also a skin blemish 
rm G. C.—New JERSEY 

A: There is a patent covering the 
use of certain ingredients in a skin 
blemish concealer. Essentially, your 
product should be a vanishing cream 
with about 15 per cent of oil in it to- 
gether with from 5 to 10 per cent of 
titanium dioxide plus color lakes to 
give it a natural tint. Such a formula 
might consist of 12 to 15 per cent 
self-emulsifying polyol stearate, 15 
per cent mineral oil, 5 per cent sper- 
maceti. 5 per cent polyol with enough 
titanium dioxide, color, perfume and 
preservative to make 100 per cent. 
You will probably have to mill your 
product to get a uniform dispersion 
of color. 
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Views as sunshine and pulsating as the infusion of flowering blossoms 
with the Spring breeze — such is the effect of EXALTOLIDE on your 
perfume. EXALTOLIDE is the most highly developed, purest and strong- 
est fixative body of a Musk-Ambergris character yet produced. 


Perfume extracts, powders of any type, and creams daily are being 
improved and rounded by its aid, without change of odor character. 
A test will startle you! The value of EXALTOLIDE is priceless — its use 


economical. 
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THE MANUFACTURE OF Benzoic Acid 


AT Ludwigshafen, GERMANY 


L.WILSON GREENE* 
BERNICE HEYMAN* 


TIYHE following process for the production of benzoic 

acid at the former I. G. Farbenindustrie A.-G. plant at 
Ludwigshafen is taken from the report’ of the Combined 
Intelligence Objectives Sub-Committee inspection team 
which visited the plant during the period from June 19 to 
30, 1945. The team consisted of J. G. Kern, R. L. Murray 
and R. W. Sudhoff; all civilian representatives of the Chem- 
ical Warfare Service at that time. 

The plant comprises an 80-ton phthalic anhydride con- 
verter connected in parallel to two benzoic acid converters, 
each of the latter being capable of producing 60 tons of 
benzoic acid per month. Each benzoic acid converter con- 
tains a catalyst chamber 8.2 feet in diameter by 9.8 feet in 
depth. The catalyst is supported on a grate to facilitate 
its removal. 


COMPOSITION OF CATALYST 

The exact composition of the decarboxylation catalyst is 
not completely known, but it is thought to consist of two 
parts of zinc oxide to one part of aluminum oxide on a 
pumice carrier of about 4-mesh size, with a total concen- 
tration of about 10 per ceyt catalyst to 90 per cent pumice. 
Production of 220 pounds of benzoic acid requires 30.8 
pounds of catalyst mass. The catalyst life is only about 
one month, and when spent it is withdrawn and discarded. 

Before the naphthalene-air mixture is introduced into the 
phthalic anhydride converter, this unit and the benzoic acid 
converters are preheated to 350 deg. C. (664 deg. F.) by 





* OWS Technical Command, Edgewood Arsenal, Maryland 
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A process for producing benzoic acid at a former |. G. Farbenindustrie 


plant is presented by the authors from a report of an inspection team 


passing a current of electrically-heated air through them. 
The vapors leaving the phthalic anhydride unit are passed 
over the catalyst in each of the two benzoic acid converters 
without further application of heat. The reaction is exother- 
mic and the temperature is maintained at about 340 deg. C. 
(644 deg. F.). The vapor leaving the converter is cooled 
and the benzoic acid removed by water scrubbing. A yield 
of about 90 per cent of crude acid is obtained by this 
process. 

The crude product is contaminated with small per- 
centages of phthalic acid and naphthoquinone. A solution 
of sodium bisulfite is used in the purification treatment to 
dissolve out the phthalic acid and to react with the quinone. 
The laboratory control procedure for this step consists of 
converting a sample of the refined benzoic acid to sodium 
benzoate and then dissolving this in 87 per cent ethyl alco- 
hol. A clear solution indicates that the purity of the acid 
is satisfactory, while a cloudy solution results from the 
presence of sodium phthalate. 


MEDICINAL GRADE BENZOIC ACID 

Medicinal grade benzoic acid is produced by subliming 
the purified product described above. The acid is dried 
by melting and then sublimed in a stream of air, the acid 
being heated in a pan with steam at a pressure of 20 
atmospheres. The sublimate is collected in a wood-lined 
brick chamber, 23 feet long by 16.4 feet wide by 13.5 feet 
high. The wood of the chamber is covered with cloth to 
insure the purity of the product. 





33 


January, 1947 































































Sublimed benzoic acid is obtained in the form of fine 
crystals which remain colorless on treatment with concen- 
trated sulfuric acid. The solution of the crystals in dilute 
ammonia is completely clear. 

While the foregoing is written as if the plant were still 
in operation, the investigators reported that the benzoic 
acid plant at Ludwigshafen was destroyed by bombing. 

It may be interesting to compare the above process with 
some of those recorded in the literature. Only the pub- 
lished literature relative to the preparation of benzoic acid 
from phthalic acid or its anhydride, and the purification of 
the crude product from this source, will be considered here. 

In 1927, the I. G. Farben* patented a ge 
for the manufacture of monocarboxylic acids by passing 
the vapors of dicarboxylic acids or their anhydrides( either 


*neral process 


alone or mixed with water vapor) over oxides of zinc, cad- 
mium, lead or bismuth as catalysts. The use of hydroxides 
or silicates of these metals was also covered, and it was 
specified that the reaction could be carried out at elevated 
temperatures and at ordinary or high pressures. The prepa- 
ration of benzoic acid from phthalic anhydride is cited in 
an example of the application of the process. 

This method was later extended* to include an improve- 
ment made in order to obtain increased yields of benzoic 
acid. This is done by adjusting the conditions of the re- 
action to make sure that the vapors leaving the catalyzer 
contain an excess of unchanged phthalic anhydride. The 
benzoic acid and the phthalic anhydride are separated by 
gradual cooling of the reaction vapors. 

During this period in the United States, Conover* mixed 
the vapors of phthalic anhydride and water and passed 
them over a zinc oxide catalyst. Two years later it was dis- 
closed that molten phthalic anhydride, heated with water 
or a substance capable of forming water, could be con- 
verted to benzoic acid in the presence of a decarboxylating 
catalyst.° The catalysts proposed comprised hydrozides or 
phthalates of metals of the sixth group such as chromium 
or a compound of aluminum, or mixtures of sodium or 
chromium compounds, or of chromium and tungsten salts. 
The conversion takes place between 170 deg. and 350 deg. 
C. (338 deg. to 662 deg. F.). 
original process by proposing that phthalic anhydride be 


Conover® later modified his 


treated in the molten state and at atmospheric pressure 
with water, in the presence of a decarboxylating catalyst 
such as chromium hydroxide or other compound of chro- 
mium. This procedure is applicable also to the production 
of propionic acid from succinic acid. 

Jaeger’s method’ is stated to yield a high precentage of 
benzoic acid from phthalic anhydride by passing the latter 
over catalysts which favor the splitting of carboxy groups 
in the presence of hydrogen, hydrogen-containing or othet 
reducing gases. Among the gases specified are illuminating 
gas and natural gas. Vapors of methyl alcohol. methy!| 
formate, and the like may be used also. The impurities 
formed in this process consist of small quantities of ben- 
zaldehyde and sometimes benzyl alcohol. both of which are 
easily separated from the product. 

Spada* melted phthalic anhydride in an oil bath and 
vaporized it in a stream of air. The air-vapor mixture was 
then passed over a catalyst precipitated on pumice, quartz 
or aluminum oxide. With vanadium pentoxide or zine 
oxide on aluminum, the benzoic acid yield was 82.4 to 
86.5 per cent. The yield ranged from 90 to 93.1 per cent 
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when aluminum oxide was used alone. 

An entirely different method was proposed by Daudt.* 
In this, a solution of a metal acid phthalate was heated 
between 150 deg. and 300 deg. C. (302 deg. and 572 deg. 
F.), in the presence of such heavy metal salts as copper 
sulfate or other salt of copper or mercury. The necessary 
requirement of the catalyst is that it must be capable of 
forming a phthalate and of splitting off carbon dioxide 
from phthalic acid. 


REMOVAL OF PHTHALIC ACID 

As mentioned earlier, benzoic acid derived from phthalic 
anhydride contains both phthalic acid and naphthoquinone 
as impurities. Two methods for removing the phthalic acid 
were developed by Conover.'’ '' In the first method, the 
benzoic acid in molten condition is scrubbed with water to 
dissolve the phthalic acid (the solubility of phthalic acid 
in water is about twice that of benzoic acid at room tem- 
perature; at temperatures above 100 deg. C., it is better 
than six times more soluble). The second method involves 
the steam distillation of the crude benzoic acid. The vapors 
are condensed in such a manner as to form two liquid 
layers, one containing the pure product and the other an 
aqueous solution of benzoic and phthalic acids. The latter 
is returned to the still. 

I. G. Farben’? patented. in 1928, the purification method 
used at Ludwigshafen. In this procedure, the benzoic acid 
is treated with sulfur dioxide or sodium bisulfite at 40 deg. 
to 50 deg. C. in order to reduce the naphthoquinone im- 
purity to naphthohydroquinone, and to convert any 
phthalic anhydride present to phthalic acid. Both the 
naphthohydroquinone and phthalic acid are removed by 
leaching with water or an aqueous solution. 

The above process was modified in 1929'° to include the 
use of a metal and acid combination (such as an aluminum 
alloy and acetic acid) for reducing the naphthoquinone. 
An alternate scheme is to reduce the impurity in the fused 
state or in solution in an inert organic solvent immiscible 
with water, such as xylene, and adding enough sodium 
bisulfite (in the form of a solution or suspension) to re- 
duce the naphthoquinone and react with the phthalic acid. 

In cases where phthalic anhydride is the only impurity 
to be considered, the I. G. Farben" proposed that the crude 
benzoic acid be melted under dilute sodium hydroxide 
solution or an aqueous suspension of lime. Purified ben- 
zoic acid separates out on cooling while phthalic acid may 
be recovered from the mother liquor. 

The process patented by Koch!’ varies only in detail 
from previous patents issued to I. G. Farben. This one 
involves the reduction of naphthoquinone with sodium 
bisulfite and the hydration of the phthalic acid with a small 
quantity of water. 


J. G. Kern, R. L. Murray and R. W. Sudhoff I. G. Farbenindustrie 
A.-G., Ludwigshafen and Oppau am Rhein: Miscellaneous Chemicals ©.1.0.8. 
Item 22, July 27, 1945, pp. 90-91 

21. G. Farbenindustrie A.-G., German Pat. 445,565 (1927); British Pat. 
291,326 (1927) e 

31. G. Farbenindustrie A.-G., French Pat. 623.807 (1927). 

#C, Conover, U. 8S. Pat. 1,645,180 (1927) 

5 Monsanto Chemical Works, British Pat. 341.902 (1929) 

®C. Conover (to Monsanto Chemical Co.). U. S. Pat. 2.063.365 (1937). 

“A. O. Jaeger (to Selden Co.), U. S. Pat. 1,714.956 (1929). 

SA. Spada, Ann. Chim. applicata 31, 467-74 (1941) 


® H. W. Daudt (to E. I. duPont de Nemours & Co.), U. 9. Pat. 1,712,753 
(1929). 

10, Conover (to Monsanto Chemical Co.), U. S. Pat. 2.189.726 (1940) 

11C, Conover (to Monsanto Chemical Co.), U. 8. Pat. 2,252,117 (1941) 

191. G. Farbenindustrie A.-G., British Pat. 307,843 (1928); French Pat 


670.642 (1929) 
131, G. Farbenindustrie A.-G., British Pat. 329.8375 (1929) 
1441. G. Farbenindustrie A.-G., British Pat. 35 89 (1929) 
13 W. Koch (to I. G. Farbenindustrie A.-G.), - SS. Pat. 2,154,626 (1989) 
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Short Adages 


by R. O‘MATTICK 


few New Year has started off a 
little better than the old year ended 

and that is as it should be. We 
don't expect great wonders from 1947 
but we think he will grow up to be a 
rather well-behaved fellow. even if a 
little shy and quiet. Good luck to him 
and to you and a Happy New Year 
to all. 

* * * 

The excitement of Christmas is 
over—the last minute rush—and the 
hectic New Year celebrations. The Annual Party of the 
Essential Oil Association went off very well. with nearly 
everyone present and accounted for before and after the 
party. That is a jolly and friendly get-together which takes 
place year after vear and which Dr. Rowmateral has not 
inissed once for all the time he has been in this industry. 


a . * 


From the January Reader's Digest we learn about the prob- 
lem of deodorizing fishy odors. “Dennis McEvoy, general 
manager of the recently founded Japanese edition of the 
Reader's Digest, tells an incident of high flavor which dis- 
rupted the first business day at the new office. It is a cus- 
tom of well-wishers to bring a fish as a traditional omen of 
good luck for new ventures. Shortly after the Tokyo office 
opened, the first fish arrived—a 35-pound yellowtail. Soon, 
other fish of various sorts and sizes were presented with 
much ceremony. By mid-day our office had the look and 
general aroma of a fish market. Today, months later, the 
odor lingers faintly on, despite scrubbing and rose-water.” 
(Italics ours.) 

* * * 

We are surprised at our friend Dennis McEvoy. trying 
to get rid of a fishy odor with rose-water! That method of 
deodorizing went into the discard during the gas-light era. 
Hasn't Mr. McEvoy heard of all those marvelous deodori- 
zers Which remove any odor. Or perhaps they (the deodor- 
izers) haven't reached Japan as vet. Some of our forward- 
looking foreign market seeking advertisers ought to send 
him a bottle of the magic liquid. 


* 7 7 


When we called on Mr. A. Goodbuy recently, to wish 
him a Happy New Year, we saw him immersed in a forest 
of figures. We thought he was writing out his orders for 
the year’s supply of perfume oils but he was merely cal- 
culating foreign exchanges of the new and now official 
International Monetary Fund. 


7 * * 


“Canada,” he said, “is a civilized country, where a dollar 
is worth a dollar and you know what you get, although | 
admit I liked it more when you got about eleven of their 
dollars for ten of ours.” When you buy petitgrain oils from 
Paraguay you have to figure that each guarani is worth 
32.3625 cents. Bringing in citronella from Guatemala saves 
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“It's a new skin food we're selling 


through delicatessen stores exclusively!” 





time because while the unit is a quetzel, a quetzel is worth 
a dollar and a dollar is a dollar in any language. 


* * o 


Import an oil from France and you find that a franc is 
worth 0.839583 cents, which explains why some oils are 
quoted several million francs per kilo. Ship that oil to 
Ecuador and you get sucres. each of which is worth only 
7.40741 cents. Change that back in dollars and you won't 
know how it happened but somewhere along the line you 
have lost a few hundred bucks in good American money. 


* * * 


But don’t let that get you down. It is a mere nothing 
compared with the consular invoices that have to be pre- 
pared in quintuplicate and octuplicate to ship an eighth of 
a pound to Peru or a half a kilo to Colombia. 

Despite all this, the fascination attached to the export 
business is something not to be overlooked. There is al- 
ways the hope of landing an order large enough to justify 
a trip to that jewel city of the South, Rio. or a flight over 
the Andes. 

* * * 

We hope our Latin-American friends will forgive our 
jibes about the export business. They are all in fun and 
our amigos know that we admire them and want all the 
business they are gracious enough to give us. Guaranis 
and sucres and quetzels are all welcome and dear amigos. 
El gusto es mio, el placer es mio. 


* * * 


The tax on Cosmetics is on the way out! We recall the 
days when there wasn't any. Life was simpler then. A 
dollar jar of cream was a dollar and it was possible to 
make a good product at a reasonable price and show some 
profit at the end of the vear. We hope those days will re- 
turn soon! 

* * 

Meanwhile. what the manufacturers of creams are wor- 
rying about is getting in some jars to put their creams into. 
Some of them would put them into tubes but it is hard to 
get tubes. This condition won't last forever and a bright 
day is coming when there will be no cosmetic tax. plenty 
of jars and tubes and lots of customers. So a Happy New 
Year to all and in spite of the gloomy prophets may it be a 
Prosperous and Profitable one! 
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Seated at the speaker's table, Dr. Walter A. Taylor, Ray Reed, Emery Emerson and Dr. Dan Dahle hear Maison G. deNavarre 


give his welcome address. Dr. E. G. Klarmann, newly-elected president, and Irwin |. Shupe were zmong the speakers. 


M. J. Suter was reappointed chairman of the entertainment committee. 


SCC Honors Dr. Dan Dahle 


ECAUSE he was Chief of the Cosmetic Division of 

the Food and Drug Administration during the time 
when that division had to devise regulations establishing 
tolerances for dangerous substances used in cosmetics as 
well as directions for their use, for the identification and 
quantitative determination of ingredients used in cos- 
metics, for standards of purity, for the certification of col- 
ors used in foods, drugs and cosmetics, and because of 
his inspiration of mutual confidence between the cos- 
metic industry and the regulatory administration; Dr. 
Dan Dahle, who has since become chief chemist of the 
Bristol-Myers Co., was made the first Honorary Membe: 
of the Society of Cosmetic Chemists, at a meeting held 
Dec. 6, at the Savoy Plaza Hotel, New York, N. Y. Among 
the speakers were: Maison G. deNavarre, past president, 
Dan Dahle; Dr. E. G. 
Klarmann, president of the association; and Irwin I. 
Shupe. who formerly worked under Dr. Dahle as his first 


who made the presentation; Dr. 


assistant and who is currently assistant director of control 
with the Winthrop Chemical Co. 

Papers presented under the chairmanship of Dr. E. G. 
Klarmann were: 

“Educational Requirements of Cosmetic Chemists,” by 
Curt P. Wimmer. The author described the changes that 
had taken place in the cosmetic industry during the past 
thirty years. Systematic instruction in the science of cos- 
metics is not offered to any extent in our teaching insti- 
tutions. Mr. Wimmer believes that a separate course of 
instruction in the subject should be given, either as an 
undergraduate or, preferably, a graduate course leading 
to a Ph.D. The author suggested that the Society of Cos- 
metic Chemists appoint a committee on education with 
the job of surveying the field, to determine just what it 
comprises, work out definitions. select a course of instruc- 
tion, arrange for the publication of a textbook for students 
of cosmetics, and, finally, to use its influence to get teaching 
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institutions to introduce courses of instruction. 

“Evaluation of Efficiency and Safety of Cosmetics” was 
presented by Albert F. Guiteras. The author discussed 
the patch test and its limitations. Negative tests should 
be confirmed by use tests before a product is released 
for sale. Normal shelf life and abnormal temperature 
conditions may be ascertained by running accelerated 
aging tests. Sun-tan preparations should not only exclude 
most of the ultra-violet waves between 2900 and 3200 
Angstrom units but should be stable for several hours 
on the other wave lengths occuring in sunlight. De- 
vdorants and antiperspirants may be tested in vitro or in 
vivo. Most performance tests are relative and should be 
run against comparative products rather than against ab- 
solute standards. 

Ruth Boyle discussed “Operating a Cosmetic Clinic.” 
After a cosmetic has been thoroughly tested in the labo- 
ratory it should be tested still further to find out how it 
works on living human tissues. The simplest way t» do 
this is to try it out in a cosmetic clinic. These tests should 
he made on a large group of subjects of varying ages and 
physical types. The tests should be planned well. con 
ducted by skilled operators, and carefully controlled. The 
control may be another cosmetic or another method fin 
similar purposes. The number of subjects and the length 
of time required both depend on the kind of product under 
study and the questions to be answered. If the product 
or its ingredients are new, if conflicting evidence is in- 
volved, if physiological changes are involved, a large num- 
ber of subjects may be needed, and the time required 
may run from a few days to a year or more. The results 
of tests should be judged by a neutral party as well as 
the test supervisor. 

At present there are only two lamps used for color 
They are the incandescent lamp and the gas 


The former is affected by: Change 


matching. 
discharge lamp. 
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Maison G. deNavarre predicts the future of the Society of 
Cosmetic Chemists to Dr. Dan Dahle and Dr. E. G. Klarmann. 


in spectral distribution of filament emission due to voltage 
changes, change in spectral distribution of emission due to 
ugeing filament; selective absorption of bulb due to fila- 
ment evaporation, selective absorption of reflector, and 
According to F. C. 
Reinshield, the gas discharge lamp has no variables but 


selective absorption of corrective filter 


definite advantages, such as: Gives a bright line spectra, 
vives a band spectra with no peaks, uses a non-selective 
clear glass envelope without filler, and the heat factor is 
eliminated. 

Dr. Louis Schwartz. in “The Diagnosis of Cosmetic 
Dermatitis,” stated that cosmetics occasionally cause 
dermatitis. and when they do it is necessary to endeavo: 
to find the actual ingredient to which the individual is 
allergic. The criteria for proof of cosmetic dermatitis was 
presented and methods of patch testing were taken up. 
The diagnosis of dermatitis from cosmetics in the major- 
ity of cases is not difficult to the dermatologist who is 
familiar with the ingredients used in cosmetics and in 
most instances the actual ingredient can be found. In 
other cases. the dermatologist needs not only his knowl- 
edge but the ingenuity and persistance of a “Holmes” to 
discover the actual cause of suspected cases, 

Dr. Samuel M. Peck presented “The Pigment of the 
Skin and Hair.’ He discussed the physiology and chemis- 
try of pigment melanin formation in the skin and hair of 


mammals including man. The modern theories of pig- 





J. Hall, W. A. Black, F. Bogner, A. F. Johann, H. C. Crafton, Dr. C. 
Lewis, W. H. Peacock, and O. D. Neal turn their attention to the speaker. 
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Or. A. T. Frascati is one of many to congratulate Dr. Dan Dahle 
who was made the first Honorary Member of the Society. 








ment formation, and the function of melanoblasts and their 
origin were given in some detail. Experiments with anti- 
oxidants were reported which show interesting possibilities 
to bring about depigmentation of the skin. Experiments 
were reported of interest to the cosmetic chemist in order 
to give them a possible insight into avenues of investigation. 

“Mercaptans in Cosmetics” were discussed by Dr. 
Everett McDonough. The well-known bad odors of mer- 
caplans would seem to preclude their use in cosmetics. vet 
two important types of cosmetic products and processes 
have been revolutionized by the development of their use. 
\ brief review was presented of the more important facts 
based on the discovery and development of the mereap- 
tans in the production of odorless depilatories and modern 
cold waving lotions and methods. 

New officers of the Society of Cosmetic Chemists. elected 
to serve for the year 1947, are: Dr. E. G. Klarmann, 
president; R. Reed, vice-president; and Emery Emerson, 
secretary and treasurer. Maison G. deNavarre, who was 
the former president, became a director. Dr. Walter 
laylor, also a director. was made chairman of the mem- 
bership committee; M. J. Suter was reappointed chairman 
of the entertainment committee; Dr. Dan Dahle became 
chairman of the program committee; and Dr. Everett Me- 
Donough was made chairman of the committee on ar- 


rangements. 
The next meeting of the Society will be held in May. 





William A. Suruda, T. H. Binaski, Walter Wynne, and Dr. Stephen A. 
Karas enjoy the program and look forward to the third annual meeting. 
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Men's toiletries sales reported mostly on well- 


known pre-war lines . . . Colognes continue to 


JEAN MOWAT 


lead the sales of fragrances 


COSMETIC 


TRENDS 


IN THE 


MID-WEST 


i pws vear 1947 will go down in cosmetic history as the 
first in five years in which salesmanship was given more 
emphasis than “just merchandise.” 

Stores throughout this area are already conducting 
classes to re-educate their salespeople to the importance of 
suggesting another item in treatment creams, in perfume, 
cologne or in bath accessories if the particular merchan- 
dise asked for is not in stock. “For much too long,” said 
a merchandise manager, “we've not had the toiletries that 
many women wanted. Some were off the market due to 
war shortages. others were in process of re-packaging, and 
it became much easier for a clerk to say ‘we don’t carry it” 
and turn to the next customer than it was for her to satisfy 
that woman.” 

“Every store in this country is now confronted with com- 
petitive selling,” he continued. “We have great plans for 
the first quarter of the year—re-education for our cus- 
tomers as well as our salespeople—and I know that other 
stores have the same program. Pretty soon the salesmen 
will again be hitting hard as they get into their stride, and 
we will really see a sales program evolved.” 

The present stocks are in better shape for the January 
31st inventory than many stores expected. Part of this is 
due to promotions of hand lotions, treatment lines and bath 
accessories which were given full pages of advertising dur- 
ing the first part of the year. 

Customers demanded quality all through the holiday 
shopping. Some merchandisers expressed the opinion that 
anything would sell. The public did not confirm their 
opinions as these men would like to have seen done. In the 
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matter of fitted cases, complete witn every item for a fine 
treatment and make-up, which last year sold up to $200 
and for which there was a dearth of merchandise in com- 
parison with the demand, the top in many stores has not 
gone much over $100. whereas sales at $75 and $50 have 
been active. These were usually made to men and were 
last minute items. 

One reason for the possible slow movement of such cases 
was the small amount of formal advertising given to them, 
although department displays were lavish and offered these 
cases as highly tempting allure to any man who was in 
doubt about what to give. The kits for nail items, for 
manicure sets and bath ensembles moved with amazing 
volume and prices were unimportant. No resistance was 
offered on these, as most stores sold at what would have 
been ceiling prices. In chain drug stores these kits were 
civen major display. 


ADJUSTMENT ON MEN'S TOILETRIES 


Early last Fall leading buyers predicted that the many 
brands of men’s lines on the market—far in excess of 
those offered for women——were die for a housecleaning. A 
final adjustment is taking place -lowly. Holiday sales had 
fair acceptance in some cities but in others, major depart- 
ment stores reported sales much slower than expected—as 
in Chicago. Yet Kansas City featured one of the best known 
lines to advantage and the Palace reported substantial 
business written. The same brand was a feature in adver- 
tising and display at The Golden Rule in St. Paul and pro- 
duced good sales. Minneapolis stores stressed the better 
brands of the popular numbers and found that they pro- 
duced good returns. Des Moines men’s shops not only sug- 
eested individual items, rather than sets. but offered “gold” 
containers at $5 each. 

Presenting these items in such a variety of ways per- 
mitted sales to be made from $1 to $25. Complaints have 
heen made that these men’s goods have been traded up for 
eye appeal and too many of the lines do not have quality 
One buyer predicted that before another Christmas rolls 
around men’s lines will be cut down to more than half of 
the present number and eventually will be about a dozen. 
\ store will be given selective distribution of the brands 
chosen from these. Today. stores often feature as many as 
25 different lines. Buyers point out that the business 
mushroomed during the war. but sales «re now being made 
on the well known pre-war brands. with one or two of the 
newcomers included because they offer excellent quality 
and so have a place of their own in the 1947 sales pregram. 


PACKAGING MORE IMPORTANT 


Between strikes and labor shortages new packages may 
be expected to arrive in time for Easter, April 6—unless 
another coal strike looms to halt any advance planning. 
While some new packs were on display for the holidays 
these were not in the quality boxes which would normally 
lave been used. Other items came in war-time containers 
because that was all that was available as new box orders 
were cancelled due to lack of board. The old war-time 
packages were cleared out, and there was no loss to be 
written off. 

Mention has been made in these columns of new treat- 
ment cream lines. in the containers. which have had un- 
usual acceptance. One line, not particularly well known in 
the East but a good. steady seller in the Middle West, 
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Mme. Huntingford, is said by buyers to have set new sales’ 
records during a holiday season when treatment lines were 
not being sold. The container is a lovely white. with a 
gray top and gray lettering on the white. The tones are 
smartly contrasted and have attracted marked attention. 

“As soon as treatment line makers produce smart jars.” 
said one of the younger Chicago buvers. “vonll see an 
immediate upturn in sales. The kind of jars that can be 
used on a vanity table and look as if they really belonged 
there are needed .. . the sort that are smart in a modern 
bathroom and match it in color and decorative treatment. 
Ever since we've had three new lines merely re-packaging 
in modern toned containers. business on them has zoomed.” 
she added, “and don’t think a smart-looking jar doesn’t add 


to eye-appeal. We think it important.” 


WHAT TO EXPECT IN THE FIRST QUARTER 


Merchandiser and buyer are both planning to operate 
with some conservatism until the definite settlement of the 
coal strike is made. Another. and business wil! be so 
badly-crippled and people owe so many bills that a de¢ ided 
slump in buying will follow. The strike the first of Decem- 
ber created a week’s lull and it was not made up. 

Perfumes that last vear sold freely at $50 and up to 
$150 for the smart bottle and the fragrance were very slow 
this past holiday season, but the popular brands in quality 
fragrance and at prices from $25 and down had good 
movement. “Another major strike in any industry and 
you'll see perfumes skid.” was the comment of the presi- 
dent of one store who was testing fragrances. 

Colognes will continue to lead in all sales of fragrances. 
These have a delicacy and lasting odor which is pleasant. 
\f perfumes do “skid.” as one exet utive commented, 
colognes will move into a more important sales’ position. 
\nother item that may be expected to grow in importance 


Softening Point of Lipsticks 


DR JACK NACLER* 


T HE determination of the softening point of lipsticks 

and lipstick pastes is of great importance for the com- 
parative evaluation of preparations, as well as for the 
analytical control of individual batches. 

The melting points of lipsticks range from 50 deg. C to 
75 deg. C. The more popular brands show a melting point 
of between 55 and 60 degrees. 

For the determination of the melting point of lipsticks 
the method of Gershorn (Drug and Cosmetic Industry, 34, 
399, 1934) is widely employed. 
glass door and thermostatic heat control is required. The 


A drying oven with a 


stick, cut to a sharp edge is placed into the oven, pre- 
heated to 38 deg. C. 
ten minute intervals for observation. until the edges begin 


The temperature is raised slowly, in 


to round off. This is taken as “critical temperature.” 
After an investigation conducted by the author, with 
the assistance of Nathan Gershaw, the following rapid and 
accurate method is suggested. 
A sample of the paste is placed into the nipple of a 
Ubbelohde thermometer (The Emil Greiner Co.. New 


* Cosmochem Laboratories, Inc 
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for the social events, and as a gift to a hostess, is scented 
evening bags. 

Bath bars may grow more important as stress is given 
to soap. bath salts, oils and water softening powders with 
fragrances. The first “Bath Bar” in Chicago was opened 
by Chas. A. Stevens & Co.. as a holiday must. It created 
much comment. Every item in any line. designed tor the 
hath was assembled in one spot. 

This store, specializing in womens apparel and acces- 
sories, has had a good sale on its men’s toiletries and for 
the past month has had a man selling these items. He is 
~aid to have done an excellent job and proved that such 
merchandise can best be sold by a man. The first quarter 
will tell whether this was merely a holiday re-action. 

Cosmetic buyers and merchandise men who are carefully 
watching buying "trends. observing the reaction to new 
prices on new merchandise coming into the stores, are all 
the honeymoon in cosmetics is about over. 
long off the market 


that will take the extra dollars. Some buyers report that the 


ot one opinion 


There are too many other items 


appliance departments are so busy that these items, so 
much needed in the home. are receiving due attention. 

“Such a condition was bound to come.” said a leading 
huver, “and vet, we all feel that the cosmetics sold have 
done such a good promotional job for us, have traded up 
virtually every sale. that for 1947 all we need do is actually 
sell merchandise. It’s been a long time since the girls really 
lid more than hand out goods. Now they will sell—just 
is | expect to be resistant to both price and merchandise 
unless IT get full value for every dollar I spend,” she said. 

Glass bottles, worth a spot in any collector’s display, 
came in such volume from both domestic and foreign 
makers that movement was far much slower than buyers 
had expected. Purse perfume containers were excellent in 
sale--empty or filled. 


York, N. Y.) with the aid of a spatula (Fig. 1). The 
nipple is then pushed into position and the excess mate- 
rial, displaced by the bulb of the thermometer is smoothed 
off. With the aid of a stopper the thermometer is sus- 
pended into a wide test tube. and this in turn is placed 
into a bath of glycerin, mineral oil or water. The tem- 
perature is raised slowly with a Bunsen burner (Fig. 2). 

The softening point is taken as the temperature at which 
arching of the material at the bottom of the nipple is 
observed. 





Figure 2 
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PRIMROSE HOUSE: Primrose Bouquet is featured 
n a graceful bottle, hatted by a pink ball cap. As 
a Valentine's Day wrapping, Primrose Bouquet is 
overed in mirrored silver fol with a blood-red 


neart ending y timely r ta 
{ ! . 
- 5 


HERB FARM SHOP: Beauty Match strikes a new 
packaging light for Herb Farm Shop. An attractive 
blue and gold match box holds toilet water and a 


lipstick 
PEGGY SAGE reppy oage new shimmer iIpSticx 


omes in a gleaming gold and metal case. The lip 
packaged in an attractive cylinder carton 
Ihe fine hair lipstick brush with a plastic shaft is 





neatly capped and tied with the colorful cord 


PEGGY SAGE 
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VAT CHABELLI: A heart: 
: 5 Aiki’ RAAT LIAO : 
' ' ' PRINCE MATCHABELLI 
d-tTiower Valentine Box | acy 
té tinted posey wads er SINE 
)- Crary rown bottle of rrince 


Matchabe Cr wn i we Duche: 
of York, or Stradivari. A gold ribbon 


MME. HUNTINGFOF 
with snowy white cay nd lettering 
makes an attractive new packagins 


theme for Mme. Hunt 
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THE NATURE OF LACTON ES 


Lactones are readily prepared ... are 


chemically stable . . . They are soluble 


. .. Lactones have pleasant and power- 


ful odors 


R. W. MONCRIEFF 


i MR the preparation of the y-substituted »-buty rolactones 
Rothstein first made the appropriate substituted ethylene 


oxide. In the case of epoxyhexane 


C, He CH CH 


8) 


epoxyheptane, epoxyisoheptane and epoxyisooctane he 
treated the respective 1, 2 chlorhydrins with a solution of 
soda of 36 deg. Be and stirred. 

Na OH NaCl H.O 


R CHOH CH.Cl > RCH CH 


Oo 


In the case of the higher members epoxvnonane, epoxy- 
decane. epoxvundecane. epoxy dodecane and epoxvtridec- 
ane, the preferred method was the action of perbenzoic 
acid on the hydrocarbon in chloroform solution. 

Then whichever way the substituted ethylene oxide had 
been made it was reacted at ordinary temperature in alco- 
hol with one molecular equivalent of sodio-malonic ester. 


followed after two hours by boiling 


COOC. H 
R CH—CH: + Na CH =} 
. 
“ 
O COOC, H 
COOC, H 
| 
RCH CH, CH CO t+ C. H; ONa 
O 


Then caustic soda ot potash was added and the whole 


boiled to hydrolyse 


COoOC, H 
RCH - CH. - CH CO 2 KOH > 
Oo 
COOK 
RCH - CH, CH + C,H, OH 
OH COOK 


(This article is continued from the December issue of 
THE AMERICAN PERFUMER.) 


42 January, 1947 


The alcohol was boiled off, unsaponified material extracted 
with ether, and the aqueous solution of the potassium salt 
acidified with dilute sulphuric acid. This caused the free 
oxyacid to separate and it was extracted with ether and the 
ethereal solution washed and dried. The ether was boiled 
off and the residue distilled in vacuo, when it was con- 


verted to the lactone 


COOH 


RCH + CH, + CH > 
COOH 
OH 


HO + CO. + KR Hi - CH, - CH, CO 


( 
| 


thiovamel 


The lactone was purified by redistillation and was obtained 
in a vield of 70 per cent based on the substituted ethylene 
oxide. 

\s an example epoxy 1.2 hexane is converted to octano 


lide 1.4 
COOC.H 
CiHy CH - CH, + NaCi’ > 
oO COOCLH 
COOC.H 
C,H, CH CH, CH » CO 
() 
COOL 
C.Hy CH CHLCH > CH CH CHL CH, CO 


| 
OH COOH oO - | 


The product is octanolide 1.4 or +-butyl *+-butyrolactone or 
‘-caprylolactone. The odors of some of these *-substituted 


lactones were as follows: 
y—buty! y—butyrolactone Cumin 
(or caprylolactone) 


y—amy1! y—butyrolactone Coco, trace aniseed 
‘or y—palargolactone or 


nonanolide 1.4 


7, methyl octanolide 1.4 Reealls angelica seed 


S, methyl octanolide 1.4 Peach 
Decanolide 1.4 line peach 
Undeecanolide 1.4 Peach 


(or undecalactone or Peach 
lactone or y—hepty! 
y—butyrolactone 
Dodecanolide 1.4 Peach, trace musk. More 


oily than undecalactone. 
Tridecanolide 1.4 Strong musk 


Tetradecanolide 1.4 Weak but persistent odor 


y—decyl y—butyrolactone) 


In general the *7-substituted lactones boiled about 5 deg. 
hieher than the z-substituted lactones. In both series. three 
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consecutive terms might be said to have the same odor with 
only shades of difference. Chain branching enhanced par- 
ticularly the green odor. Musk and pear odors are asso- 
ciated with those members having 11-15 carbon atoms. If 
the two series (z and 7) are compared, then the *-lactones 
have stronger and more persistent odors, but the z-lactones 
had finer and more distinctive notes (plus nuancées). It 
is abundantly clear that in these series of lactones there are 
many members which might prove of considerable value 
to the perfumer. 


DECA- AND UNDECALACTONES, ODOR AND CONSTITUTION 


In addition to the work of Rothstein in which he investi- 
gated the deca and undecalactones incidentally in his work 
on the homologous series of lactones, as described above, 
research was carried out by Stoll and Bolli® with particular 
The first 
cerned the size of the lactone ring and its effect on the 


odor. 


reference to these members. investigation con- 
For this purpose it was necessary to prepare the 
2-lactone and this was accomplished as follows: 

Sixteen and eight-tenths grams z-hexyleyclopentanone 
were introduced over a period of two hours into a mixture 
of 36 grams potassium persulphate Ke S. Ox, 42 grams 
sulphuric acid and 36 grams potassium sulphate at 0-10 
deg. C, and after twenty-four hours the reaction product 
was poured on to ice and separated into 6 grams of an 
which 
further saponified to vield another 6.65 grams of the acid. 


acid and 10.38 grams of a neutral product, was 
The total 12.65 grams of the acid product was lactonized 
with 5 per cent sulphuric acid at 100 deg. C yielding 9.7 
grams (65 per cent) of 5-hydroxvundeevlie acid lactone. 
The reactions may be expressed 
CoH, 
CH. + CH 


Oxidation and 


hydrolysis 


CH, « CH, 
hexyl cy clope ntanone 
CeHis Ce. H, 
CH, - CHOH Lacton- CH,+-CH-——O 
' « 
CH,—CH,.+ COOH = ization CH.+ Cli. -CO 
5—OH undecylie acid 5—lactone 


The @-lactone boiled at 152-5 deg. C at 10.5 mm. Com- 
parison of its odor with that of the -lactone (Peach lac- 
tone) showed that the increase in the size of the ring was 
accompanied by an increase in the intensity of the odor, 
but that the pleasant grassy odor of the *-lactone was miss- 
ing in the 2-lactone. Possibly the increased intensity of 
the odor may be related to the increased volatility. 


EFFECT OF UNSATURATION 

The effect of unsaturation was the next subject investi- 
gated by Stoll & Bolli. They made an unsaturated decalac- 
tone, actually 7-decenolactone for comparison with the 
standard decalactone, both of course being +-lactones. The 
difference in structure which they were studying is most 
easily seen by comparing the formulae of the two sub- 
stances 
Decalactone CH; CH; CH, CH, Cll, CH, CH CH, CH, CO 


oO | 


7 Decenolactone 


CHs CH: CH : CH CH, CH; CH CH» CH, CO 
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The unsaturated lactone was made as follows: 
Ethyl allvlmalonic ester was made from ally] chloride and 


sodiomalonic ester 
COOC, H 


Cooc. H 
COOC, H 
NaCl + CHy; CH - CH. CH 


COOC, H 


This (67.6 grams) was ozonized. the compound splitting 
at the double bond to give an aldehyde (this is one of the 
standard methods for preparing aldehydes). the product 
was catalytically reduced. treated with sodium bisulphite to 


form the addition compound with the aldehyde and _ this 


addition compound was decomposed by adding 65 ces. 
vield 
was 28 grams of the ethyl ester of succinic semi-aldehyde 
CHO . CH... CH. COOC. H; 25 grams of this was con- 
densed with 80 cc. of 


chloride CH., ( H CH 


10 per cent formaldehyde and distilling, when the 


a solution of hexenvl magnesium 


CH CH. CH. Me Cl and after 


working up. lactonization, and distillation this vielded 
» orams LS pet cent) of 7-decenolac tone 
CH; CH, CH : CHCH,: CHe Mg Cl 
hexenv! magnesium chlorice 
CH O CH. CH. COOCLH > 
ester of suceinic semi-aldehv ce 
iC. HI 
CH; CH. CHL : CH CH. CH. CH CH. CH. CO Me 
O ( 


decenolactone 


Comparison of the 7-decenolactone with the saturated de- 
canolactone showed that the unsaturation did not sensibly 
increase the odor, which is rather unexpected in view of 
the enhancement of odor by unsaturation which is such a 
eeneral rule. but the double bond did make the decenolac- 


tone more sweet and flowery than 4he decalactone. 


ODORS OF ISOMERS 

In order to find the effect of position isomerism on 
odor. three isomeric unsaturated undecalactones were pre- 
pared. These were: 


1) 4 methyl 
CH;CH, CH 


{ hvdroxy 7 ce cenoire aeid laetone 


CH CH, « CHe C (CHs;) CH, CH, CO 
1 8) 


2) 4 hydroxy—S—undecylenie acid lactone 
CH;CH-CH : CH CH, CH, CH, CH CH. Ci CO 
© 


2— (3, 4 hexvlene t hvdroxvvalerie acid lactone 


CH,CH.CH : CH CH. CH, CH CH: CH (CH; 


io 


CO O 


} hey were prepared respectively in the following ways: 
(1) 60 grams of cis-hexenyl chloride and 18 grams cts- 
hexenvl iodide in 600 ces. anhydrous ether were poured on 
15 grams magnesium. The resulting CH; CH. CH : CH 
CH. CH. MgCl was added drop by drop with stirring to 
55 grams (2'4 molecular equivalents | acetopropionic ester 
CH;CO CH»CH,COOC:H; in 165 ces. ether and gave 22 


grams of a reaction product which was fractionated tc give 
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Ll.l grams (50-60 per cent) of the lactone of 4-methvl-4- 
hy droxy-7-decanoic acid 


CH; CH» CH : CH CH. CH. CH.» Mg G1 
CH; CO CH, CH, COOC, H > 
CHs CH. CH : CH CH: CH: C (CHs;) CH, CH. CO 
0 
Cl Mg OC, H 
2) 61.25 grams sodio malonic ester was reacted with 50 


) 


grams cis 2, 6 nonadieny! chloride to give 47 grams ethy] 


re 


acid and lactonize | by boiling with 80 pet 


2-6 nondienyl malonate which was decarboxvlated to 


undecadieni 


} 
cent 


sulphuric acid 


CH, CH. Ci : CH CH, CH. CH :CH CH; Cl 
Na CH (COOC. H > 
CH; CH, CH :CH CH. CH. CH :CH CH. CH (COOC, H > 
CH; CHs CH :CH CH. CH. CH : CH CH, CH: COOH > 
Cli; CH. CH :CH CR. CH. CH, CH CH. CH: CO 
O 


3) Condensation of 11.9 grams allvl bromide with 25 


erams of the ester of hexenvl malonic acid gave the ester 


of hexens| allyl! malonic acid. This was sapenified and 
decarpoxvlated to 3-hexenyl allyl acetic acid which was 
actonized to 2- (cis 3.4 hexvlene) 4-hvdroxvvaleric acid 
lactone 
CH; CH, CH : CH CH, CH: CNa (COOC: H;)2 4 
Br CH. CH : CH > 
CH; CH. CH :CH CH. CH. C (COOC. H - CH. CH : CH: > 


CHs CH: CH : CH CH: CHe CH CH: CH - CHs 


Cco—oO 
The general conclusions from examination of these prod- 


that the larger 
the lactone ring the more intense the odor but the weaker 


ucts were that the odors were as follows: 
was the pleasant grassy note. and that the lactones obtained 
by methods of synthesis which would give mixtures of 
stereoisomers had a coarser and more penetrating odor 
than those made by methods which avoided the formation 
of stereoisomers. 


PEACH LACTONE ® 


Peach lactone is y-undecalactone or ~-heptyl +-butyro- 


lactone 


C; Hy; CH CH: CH; CO 


O 


It is known sometimes as “C,, aldehyde” but this is an 
incorrect description. It is an oil of specific gravity 0.947 
and of refractive index 1.453-1.454. Prior to the war its 
price was about £2 per lb. It is used for adding a fruity 
note to all kinds of fancy bouquets and flower perfumes. 
It was noted above that Rothstein considered that its next 
lower homologue, decalactone, had a finer peach odor than 


peach lactone. 


MACROCYCLIC LACTONES 


All the lactones considered up to now in this paper have 
been -- or 3-lactones, i.e.. they have had one oxygen atom 
and either four or five carbon atoms in the rings and have 
had stable configurations. As readers will be aware. the 
last twenty years have seen the discovery of many macro- 
cyclic compounds, with up to twenty atoms in the ring. 
These, of course, mark a decided departure from the type 
of ring compound that would be expected to be stable 
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under the old “strain” theory. Amongst these compounds 
there are lactones with valuable properties. 

In order to use the material for comparison, a brief 
digression must be made to consider two or three ketones. 


Ruzicka 


1 


found the essential principle of musk was a 
ketone. muscone or 3-methyl cyeclopentadecanone and that 
the essential principle of civet was civetone or A®-cevelo- 
heptadecen-l-one. Exaltone or cyclopentadecanone has 
since been synthesized and on account of its fine musk 
odor marketed 


CH (CH;)—CH CH—(CH2); CH_- CH, 
CO 
| 
CHa). CO CH—(CH CH -CO 
Muscone Civetone Exaltone 


Now. to return to the lactones. Kerschbaum!'! isolated 
from angelica root oil two lactones which possessed a fine 
musk fragrance. and which were cyclopentadecalactone or 
Exaltolide and A‘-cvclohexadecenolactone or ambrettolide 


CH 0 CH (CH:)s—O 
CH CO 
Exaltolide 


CH (CH, CO 

Ambrettolide 

It may be noted. that much earlier, Ciamician & Silber’? 
had isolated hydroxypentadecanoic acid but it was Kersch- 
baum who established its constitution and that of its lac- 
Kerschbaum showed that the lactone, to which the 
essence of angelica root owed its muskiness. could be syn- 
thesized by heating the silver salt of 15-bromopentade- 


tone. 


canoic acid 


Br (CHa), COOAg > Ag Br CH: CO 
(CHa) 2 
CH, O 
Kerschbaum also discovered ambrettolide. one of the 


angelica root lactones. in ambrette or musk seed oil. It 
showed that when reduced it was identical with the product 
the silver salt of 16-bromohexade- 


obtained by heating 


canoic acid 


CH CHa); YO Redueed CH, (CHs)s O 
—> 
CH (CH: CO H. CH. (CH CO 
Ambrettolide 
CH.—O 
Br (CH,);; COOAg > CHa):3 Ag Br 
CH.—CO 


Ruzicka and Stoll'® made macrocyclic lactones by oxi- 
dation of macrocyclic ketones of 13-18 carbon atoms with 
persulphuric acid. The finest exaltolide (15 carbon atom 
lactone) was derived from exaltone (15 carbon atom ke- 
tone). It was shown that on saponifying the lactone to the 
free hydroxypentadecanvic acid the musk odor was lost. 

According to Kerschbaum the lactones have more agree- 
able and flowery odors than the ketones with the same 
number of carbon atoms. 


9M. Stoll & M 
10 L. Ruzicka 


Bolli Helt 
Hel chim 


Chim. acta, 21, 1547-53 (1938) 
icta, 9, pp. 230, 716, 1008 (1926) 


11M. Kerschbaum, Ber. 60, 902 (1927). 
12 Ciamician & Silber, Ber. 29, 1811 (1896). 
31, Ruzicka & M. Stoll, Helv. chim, acta, 11, 1159 (1928) 


(This article will be continued in the February issue of 
THe AMERICAN PERFUMER. ) 
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Caramel, Flavor and Color 


‘Burnt sugar coloring’ has a pleasant flavor particularly suit- 


able for certain beverages, imitation vanilla extract, candy and 


confectionery, bakery products, puddings, and frozen desserts 


MORRIS B. JACOBS, Ph.D.* 


( YARAMEL is defined as the concentrated aqueous solu- 

A tion of the product obiained by heating sugar or glu- 
cose until the sweet taste is destroyed and a uniform dark 
mass results, a small amount of alkali or alkali carbonate 
being added while heating. (.V. F.) Possibly a broader 
descriptive definition is that caramel is the mixture of prod- 


ucts produced by heating sucrose, glucose. molasses or other 


saccharine products wi'hin the range 190-220 deg. C.. It 
should be noted that the Food and Drug Administration 
cleems caramel to be an artificial color since it is made by 


pre rh 


the artifice of partially <ing down sugar, 


PROPERTIES 


Caramel is a dark brown to black. viscous liquid with 
a characteristic odor of burnt sugar from which property 
it gets its synonyms of burnt sugar and burnt sugar color- 
ug. It has a pleasant, somewhat bitter taste. Caramel 
(N.F, VII)! should have a specific gravity not less than 
1.30 at 25 deg. C. 
solved in 1000 parts of water should have a clear sepia 


It is soluble in water and one part dis- 


tint. Such solutions should not change perceptibly within 
six hours nor should any precipitate form within this 
period on exposure to sunlight. Caramel is soluble in 
water in all proportions and is also soluble in alcohol solu- 


* Adjunct Professor of Chemical Engineering, Polytechnic Institute of 
Brooklyn 
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tions containing less than 55 per cent by volume but it is 
insoluble in most of the common organic solvents such as 
ethyl ether. petroleum, benzene, chloroform, acetone and 
the like. 

As detailed below caramel is composed of a mixture of 
substances. When prepared from pure sucrose caramel is 
completely soluble in water. However, when prepared from 
unrefined sugar certain water insoluble components are 
formed. The quantity of these insoluble components in- 
creases with increase in the extent of dehydration. The 
caramel made from sucrose is much more soluble in aqueous 
alcohol solutions than that made from commercial glucose 
for the latter contains dextrins which on heating form 
alcohol insoluble derivatives. The addition of alkali car- 
honate during the heating process apparently increases the 
coloring power. Caramel acts as a stabilizing colloid in 
molasses and sirups but apparently does not affect the 
Viscosity. 

Solid and powdered caramels are also available. Solid 
caramel is generally a reddish-brown, brittle. amorphous, 
highly deliquescent material. 


COMPOSITION 


While the chemical composition of caramel has not been 
entirely elucidated, investigators over a period of years 
have been able to gather certain information concerning its 
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composition. When sugat and the other saccharine prod- 
ucts mentioned above are heated above their melting points 
but below the point at which they are likely to char, a 
sticky deep brown-colored mass is obtained. This is a 
mixture of various components which are termed variously 
by different investigations as dehydration products, de- 
composition products, etc. Undoubtedly some of the com- 
ponents are simple dehydration products of the sugars; 


W hen 


the starting material for the preparation of caramel is a 


others are polymerized mono- and disaccharides. 


chemical compound such as sucrose or D-glucose. the mix- 
ture produced by the heating process is less complex than 
when the starting material is a mixture such as molasses, 
commercial glucose and analogous materials. 

1662 )- 


who concluded that caramel from sucrose consisted of three 


One of the first investigators was Gélis (1858: 


products, one a dehydration product caramelan Ci 2H, g0o, 
equivalent to a 12 per cent loss in weight. and two polymers 
caramelen C3¢H oOo. equivalent to a 14-15 per cent loss 
in weight: and caramelin Cy sHyo205;. equivalent to a 20 
per cent loss in weight. 

Ehrlich? deemed the coloring matter of carame! from 
2H.O which he 
named saccharone. He obtained this material by heating 


sucrose to be a compound C,2H».O), 


sucrose under vacuum in a flask immersed in oil at about 
200 deg. C. 


other materials by methyl aleohol was dissolved in water. 


The residue remaining after extraction of 


filtered. and evaporated to vield a dark-brown amorphous 
material readily powdered. Browne and Zerban* call this 
material saccharan. One part of this material colors 10.- 
000 parts of water a deep brown which can be intensified 


IMPORTERS OF VANILLA BEANS 
ALL VARIETIES 


731-733 ARCH STREET 


PHILADELPHIA 6, PA 


CABLE ADORESS —_____— VANCORT 
CODES . BENTLEY'S SECOND PHRASE 
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by the addition of alkalies. It is tasteless and is not pre- 
cipitated by lead subacetate in contradistinction to other 
coloring matters in sirups. Meade®. however, found that 
impurities in molasses and analogous products when pre- 
cipitated by lead subactetate and even lead acetate, copre- 
cipitate the caramel. Later workers in this field coufirmed 
the fact that caramel is a mixture. Cunningham and 
Doree® isolated caramelan as a buff colored powder, melting 
at 136 deg. C.. 


lions that it is probably a dimer with a formula C2sH36Qis. 


and found by molecular weight determina- 


By heating sucrose under reduced pressure for 15 
minutes at 185-190 deg. C., Pictet and Adrianoff’ obtained, 
in addition to caramelan and caramelin described above, 
a compound which they termed isosaccharosan Cy2H2O,o. 


This material. precipitable from methyl alcohol by acetone. 


is a bitter tasting, very hygroscopic, water-soluble powder 


melting at 94-94.5 deg. C. 


SEPARATION OF COMPONENTS 


Gélis noted that caramelan, the simplest of the denydra- 
lion products, was soluble in 84 per cent alcohol: caramelen 
was soluble in cold water but insoluble in alcohol: and 
caramelin was insoluble in cold water. Garino and Toso- 
notti? made use of these differences in solubility in separat- 
ing these components. Dialysis methods were used by 
Janacek* to separate these components. His work indicated 
that the formula Cy2;HissOxo assigned to caramelin by 
Sabaneev and Antuschevitsch was probably a better repre- 
sentation than that assigned to this compound by Gélis. 


UTILIZATION 


Caramel has wide utilization in the flavor, non-alcoholic 
and alcoholic beverage, baking, frozen dessert, and con- 
fectionery industries both as a color and as a flavoring 
agent. Its use, for instance. in imitation vanilla flavor is 
an outstanding example. It is used in medicine principally 
as a coloring agent. The preparation of caramel and meth- 
ods of utilization will be discussed in a subsequent article. 

1 National Formulary VII. Am. Pharm, Asso Washington, D. C., 1942 


a. 3 Winton and Kate B. Winton, Structure and Composition of ‘Foods 
Wiley, New York, 1939 


3F. Ehrlich, Bull. chim. soc. 1909, 140; Z. Ver deut. Zucker-Ind 5%, 
746 (1909) 
* Browne and F W. Zerban, Sugar Analysis. Wiley, New York, 1941. 


(;. P. Meade, Ind. Eng. Chem, 15, 275 (1923) 

*M. Cunningham and C. Doree, Pharm. J. 98, 408 (1917); J. Chem. So 
111, SSH (1917) 

‘A. Pietet and N. Adrianoff, Helv. Chim. Acta 7, 703, (1924) . 

SQ. Janacek. Centr, Zuckerind. 47, G47 1939): Chem. Abstracts 35, 3116 
(1941) 


Flavored Notes 


Dulecin is far less stable to heat than saccharin for at 100 
deg. C. its decomposition is appreciable. 
* * *% 


Methyleyclohexanol is said to have a menthol-like odor. 
* % * 

The course on Technology of Food Flavors. Colors and 
Synthetic Additives, offered by the Department of Chemical 
Engineering of the Graduate School of the Polytechnic 
Institute of Brooklyn, is to be repeated in the Spring 
Semester of 1947, Professor Morris B. Jacobs will again 
conduct this popular course. ° 

* * * 

Thyme, sweet marjoram, summer savory, chervil, parsley, 
or celery are appropriate herbs for the flavoring of stews 
or meat loaves.—M.B./. 
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The author discusses some of the organic com- 
pounds reported to have odors and properties 


DR. CARL BORDENCA?* similar to cinnamon 


Cinnamon 


Oil Substitutes 


NUMBER of organic compounds have been reported 
to have cinnamon-like odors. but apparently no very 
critical survey has been made to evaluate these substances 
as actual substitutes for cinnamaldehyde. Henning! lists 
the following compounds as having odors similar to cinna- 
maldehyde: z-methylcinnamaldehyde. furanacrylic acid, 
ethyl phenyl carbinol, m-nitrostyrene, phenylnitroethylene, 
trimethylbanzonitrile. and o-cumarylonitrile. Von Skram- 
lik mentions in addition o-nitrostyrene and p-nitrophenyl- 
acetylene. Because of possible toxic properties, the nitro- 
compounds should probably not be considered as possible 
substitutes for cinnamaldehyde in any food or drug uses. 
The wartime shortage of all spices has focused unusual 
attention on synthetic substitutes for many of the essential 
oils accounting for the more common flavor and odor re- 
sponses. In the case of cinnamaldehyde. which finds ex- 
tensive use in drugs and cosmetics as well as in food prod- 
ucts, the situation was further complicated by war restric- 
tions on the raw materials from which the synthetic is 
made. 


CINNAMALDEHYDE SUBSTITUTES 


Accordingly, it was thought advisable to reexamine the 
whole field of cinnamon-like substances, including certain 
hypothetical compounds that had not vet been synthesized. 
In the course of this investigation, sixteen compounds were 
prepared and studied as possible cinnamaldehyde substi- 
tutes. These are listed in Table 1. 


TABLE | 
1. Furanacrolein 9. Tetrahydrocinnamaldehyde 
2. ——- dimethyl 10. Cyclohexylacrolein 
aceta 11. Cyclopentenylacrolein 
3. p—Methoxycinnamaldehyde 12 os . ; 
, . 2,5—endo-Methylenetetra- 
4. a—Methylcinnamaldehyde ; 
; hydrocinnamaldehyde 
5. a—Methylfuranacrolein GC ldeh ; 
6. 3,4—Methylenedioxycinnamal- 13, Cinnamaldehyde diacetate 
dehyde 14. Furanacrylic acid 
7. 3,4—Dimethoxycinnamaldehyde !5. Ethyl phenyl carbinol 
8. o—Methoxycinnamaldehyde 16. Trimethylbanzonitrile 
* Presented by Dr. Carl Bordenca before the September, 1946, meeting ¢ 
the American Chemical Soclety in Chicage 
(Contribution trom the Southern Resear Institute, Bir gh A 
ind the Bristel-Myers Company Hillsid Ne Jerse 
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acetal. zmethylcinnamaldehvde. 


The following five compounds have been found to have 
organoleptic properties sufliciently like those of cinna- 
maldehyvde to recommend them for further consideration 
as substitutes: furanacrolein. cinnamaldehyde dimethyl 
z-methylfuranacrolein, 
and p-methoxy« innamaldehyde. Several of the ‘ompounds 
are of interest especially because thev vield valuable infor- 


mation on the interrelation of flavor and constitution. 


FURANACROLEIN 

From the standpoint of taste. odor. and stability, fura- 
nacrolein seems the most satisfactory of the five candidates. 
It possesses a slightly sweeter taste than cinnamaldehyde, 
hut its flavor otherwise is quite similar. Furanacrolein can 
be readily synthesized by the condensation of furfural and 
acetaldehyde.  Furfural is commercially available from 
waste oat hulls. Furanacrolein. when pure. is a_ light 
vellow solid melting at 54 deg. C. 


CH C—CH : CH—CHO 


CH——-CH 


luranacrolein 


Cinnamaldehyde dimethyl acetal is slightly more fra- 
grant than cinnamaldehyde, is somewhat sweeter. and does 
not possess as much bite as cinnamaldehyde. It is obtained 
in low yields by the condensation of cinnamaldehyde and 
methanol in the presence of dilute acid. It is a colorless 
liquid boiling at 90-92 deg. at 3 mm. pressure. 


CHE: CH--CHIOCH 


Cinnamaldehvde damethvl acetil 


2-Methy lcinnamaldehyde. also called canella aldehvde, is 
similar to the acetal. possesses a slight floral note and 
somewhat more of a bite than the acetal. It is obtained 
by the condensation of benzaldehyde and propionaldehyde. 
It is a colorless liquid. boiling at 84-85 deg. at 2 mm. pres- 


sure, 
CH :C—CHO 
CH; 


a—Methyleinnamaldehyde 


z-Methvlfuranacrolein bears about the same relation to 
z-methyleinnamaldehvde as furanacrolein does to cinna- 
maldehyde. With this much modification of structure. the 
flavor departs significantly from the cinnamon character. 
z-Methylfuranacrolein is obtained by the condensation of 
furfural and propionaldehyde. It is a yellow liquid boil- 
ing at 85 deg. at 3 mm. pressure. 


CH C—CH : C—CHO 


CH——CH CH, 
a—Methylfuranacrolein 


Finally. p-methoxvcinnamaldehyde departs still farther 
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from cinnamon-like properties on account of the pro- 


nounced organoleptic effect of the p-methoxy group. This 
group seems to impart a floral character to the product. 
p-Methoxycinnamaldehyde is obtained by the interaction 
solid, 


and boiling at 135-6 deg. at 2 mm. 


of anisaldehyvde and acetaldehyde. It is a vellow 
melting at 59 dee. C. 


pressure, 


CH :CH «CHO 


CHLO 
p— Methoxycinnamaldehyde 


Three of the compounds studied have been prepared for 
the first These 


2.5-endo-methylenetetrahydrocinnamaldehyde, and cyeclo- 


time. are: tetrahydrocinnamaldehy de. 
pentenylacrolein. 

Tetrahydrocinnamaldehyde was prepared from tetrahy- 
drobenzaldehyde and acetaldehyde. It is a colorless liquid 
boiling at 80 deg. C. 


dehyde was obtained by the condensation of butadiene and 


at 2 mm. pressure. Tetrahydrobenzal- 


acrolein. 


2.5-endo-Methylenetetrahydrocinnamaldehyde was ob- 


tained from 2,5-endo-methylenetetrahydrobenzaldehyde 
and acetaldehyde. It is a colorless oil boiling at 110 deg. 
at 4 mm. pressure. The substituted benzaldehyde was pre- 
pared from cyclopentadiene and acrolein. 
Cyclopentenylacrolein was obtained by the condensation 
of cyclopentenylearboxaldehyde and acetaldehyde. It is a 


vellow oil boiling at 73 deg. C. at 2 mm. pressure. 


—CH :CH - CHO CH :CH - CHO 
CH, 


letrahydrocinnamal 2,9 


2 endo-Methylene- 
dehyde 1 


tetrahydrocinnamaldehyd 


CH :CH - CHO 


Cyclopentenylacrolein 


CORRELATION OF FORMULAS OF COMPOUNDS 


Correlation of the formulas of the sixteen compounds 
with their organoleptic properties suggests certain struc- 


tural 
taste: 


arrangements essential to cinnamon-like odor and 


RING STRUCTURE 

1. A ring structure of the proper aromaticity which is 
not modified too greatly by the presence of organoleptically 
tive groups. Partial or total hydrogenation of the ben- 
zene ring in cinnamaldehyde, for example, destroys most 
of the Tetrahydrocinnamaldehyde 


and cyclohexylacrolein (hexahydrocinnamaldehyde) have 


cinnamon character. 
a burnt taste and a sharp, olefinic odor. The cyclopentenyl 
«roup also fails to impart the proper aromatic character. 

While the presence of a methoxy group in the para posi- 
tion tends to impart a floral note to cinnamaldehyde, in the 
ortho position it tends to increase the pungency. The intro- 
duction of two methoxy groups or a methylenedioxy group 
takes away most of the cinnamon character. 

The presence of a methylene bridge in the tetrahydro- 
cinnamaldehyde imparts a camphoraceous character along 
with sharpness of taste. 


ACROLEIN NUCLEUS 

2. The acrolein nucleus is also necessary to impart the 
cinnamon characteristics. Furthermore, the aldehyde 
group must be free or easily regenerated, and long side- 
chains must be absent. 

Furanacrylic acid has little or no cinnamon taste. Ciu 
namaldehyde diacetate has a slight cinnamon odor but 
little taste, possibly because it is a solid and has the alde- 
hyde group firmly blocked. 

z-Methyl derivatives have slightly more floral character 
than the unsubstituted compounds. Longer chain substi- 
tuted compounds, such as a-amylcinnamaldehyde, are well 
known perfume constituents. 

Although certain possible useful leads on cinnamalde- 
hyde substitutes are revealed by this study, under ordinary 
economic circumstances furanacrolein derived from. a 
cheap raw material is the only one likely to compete with 
the easily synthesized ingredient of the natural oil. More- 
over, extensive stability tests and toxicity determinations 
will be required before any of the suggested substitutes can 


find their way into the products of commerce. 


1 Henning — Der Geruch, Barth (Leipzig) 1916. 
2 Von Skramlik Handbuch der Physiologie Der Niederen Sinne, Thieme 
(Leipzig) 1926 


Have you a COLOR PROBLEM? 
LET US SOLVE IT! 


F. D. & C. Certified Food Colors for Flavoring 


Extracts, Flavors and all other food products. 


Eastern Representatives of Wm. J. Stange Co., Chicago, II. 


LEEBEN CHEMICAL CO.., Inc. 


Successors to H. LIEBER & CO., Inc. 
389 Washington St., New York, Tel.: WAlker 5-0210-021) 
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Lever 


AN ambitious expansion in the production of oils and 
+% soap products is being planned by the Lever Brothers 
and Unilever Ltd., group, to take early effect. 

Reporting on the program at the annual general meeting 
of shareholders Geoffrey Heyworth outlined the following 
plan: 

“In the Belgian Congo, for well over 30 years we have 
taken a leading part in the development of its natural re- 
sources through the Hulleruse de Congo Belga division of 
Huilever. We are now completing the last stage of a pro- 
gram for the planting of 82,000 acres with oil palms. When 
the new plantations reach full bearing, 25,000 tons of oil a 
year will be added to the 40,000 tons now being produced. 

In French Equatorial Africa we are undertaking, in part- 
nership with the French Colonial Government and French 
banking interests, the establishment of the first large-scale 
oil palm plantation in that territory, covering an area of 
10,000 acres. 

We have decided to extend our soap factory at Apapa, 
in Western Nigeria, and to establish a new one at Port Har- 
court, to serve the Eastern part of the colony. In the Bel- 
gian Congo a new factory is to be built at Alberta, and the 
existing factory at Leopoldville is to be extended. We shall 
enter a new field by building a soap factory at Abidjan to 
serve the French Ivory Coast. 

In Uganda, we have decided, subject to Treasury con- 
sent, to put down a combined seed crushing unit and soap 
or edible oil factory at Kampala, in the heart of the cotton 
growing area. Its production of soap and edible oils will 
meet a substantial proportion of the requirements of 
(ganda and parts of Kenya and Tanganyika. 

In the Union of South Africa, increased capacity is urg- 
ently required to meet the demand for soap and edible 
products resulting from the rise in the standard of living 
of the non-European elements of the population. The ex- 
tensions necessary to meet the immediate needs are now 
under construction at Durban and Cape Town, and will be 
completed in two years. 

Finally, | must say a word about the rest of the world, 
lest you be left with the impression that in every country 
we are able to proceed with development on a comparable 
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Group Plans Expansion 


scale. This is not so. On the one hand, oils and fats for 
our main industries are in short supply and likely to remain 
so for some time, and on the other industrial construction 
is restricted by more urgent priorities. 

In consequence, many expansion programs, designed to 
meet the needs which we anticipate will arise upon the res- 
toration of more normal conditions, are held up. We are, 
however, proceeding with some developments in the West- 
ern Hemisphere and the Far East.” 


Soap and Glycerin Industry Meeting 


A great deal of interest is being indicated in the soap 
and glycerin meeting to be held at the Waldorf-Astoria, 
New York, N. Y., Wednesday, Jan. 22. No set speeches, 
no reports, but an informal discussion of topics uppermost 
in the minds of the industry is the schedule. 

Discussion topics most frequently mentioned thus far 
are: Supply and Cost Outlook for Fats, Oils, Caustics, 
Containers, Synthetics, what they are, where they can be 
used, current sales outlook; General Business Prospects in 
1947, and Will it be a Good Year for the Industry; Out- 
look for Natural Glycerin, Synthetic Glycerin, and Substi- 
tutes; Ways in Which the Association of American Soap 
& Glycerine Producers Serves; Soap and Glycerine Cost 
Accounting, including reserves for inventory losses; Prob- 
lems Raised by the Portal-to-Portal Wage Decision; etc. 

Registration is to be at 9 A. M.; morning session at 9:30: 
lunch as Association guests at 12:30: afternoon session at 
2:15; adjourn by 5 o'clock. 


Philippine Copra Output High 

The production of copra and coconut oil is expected to 
reach the record figures of 500,000 tons and 250,000 tons, 
respectively. in 1947, according to Dr. Maximo M. Kalaw, 
general manager of the Philippine government’s National 
Coconut Corp. He has urged oil refiners to step up produc- 
tion to meet the demand which has sent prices to $200 per 
ton, an all-time high. 
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TABACENE, developed from a recently discovered aromatic, is intrinsically different from any existing odor—a new principle 
in perfumery. Its dry wood-notes, its subtly-animal, tangy aroma of rare tobaccos distinguish TABACENE as one of Fleuroma’s 
most fascinating bases. It has warmth without sweetness, power without harshness. And with its amazing, months-long 
lasting power, TABACENE provides both character and undreamt-of fixation. 


TABACENE $75.00 Ib. TABACENE A $45.00 Ib. TABACENE P $22.50 Ib 


FLEUROMA:.( 73 SULLIVAN ST - NEW WORK 12 NW 


Chicago Office: 919 N. Michigan Avenue. Phone: Superior 2829 
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Success Story 


Twenty-five years have seen 
Herbert Kranich direct the 
successful growth of the 
Kranich Chemical Co., from 
a beginning in a modest 
building, left, to today's 
Kranich Soap Co., shown 
below, which occupies forty 
thousand square feet 





For twenty-five years, Herbert Kranich, as the guiding head of the Kranich Soap 


Co., has pioneered in many of the improved methods of potash soap manufacture 


T was twenty-five years ago, November 1, 1921, to be 

exact, when the newly formed Kranich Chemical Co. 
filled its first order. The sale, consisting of a hundred- 
pound keg of automobile soap. was made to a young man 
who owned a garage. From this modest beginning order, 
turned out in a small plant of some three thousand square 
feet of space. the company has expanded until it now occu- 
pies forty thousand square feet at 54 Richards St.. Brook- 
lvn, N. Y.. and manufactures a line of products including 
liquid soaps. shampoos, powdered soaps. potash svaps and 
specialty soaps. The name has been changed to the Kranich 
Soap Co., but now as then. Herbert Kranich is the guiding 
head of the organization. 


MERGER WITH SPECIFICATION SOAP AND OIL CO. 

Within three years from the time of its first opening for 
business the Kranich Chemical Co. was unable to take care 
of its expanding business, so in order to obtain extra fac- 
tory space and to strengthen its outlets of distribution. a 
merger was effected with the established Specification Soap 
and Oil Co. The latter had been founded about 1890, and 
was first known as the New York Soap Works of West 
Street, New York. 
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The merger was not successful, so during the period 
1924 to 1928, Mr. Kranich bought out the two active part- 
ners and also purchased the interests of several other stock- 
holders. 

While the Kranich Soap Co. was growing and expanding. 
the same was true of the potash soap industry. Twenty-five 
years ago products in this field were largely confined to 
pharmaceutical green soaps, liquid shampoos, liquid toilet 
soaps, shampoo base and soft potash soaps. The inter- 
vening years have seen the development of 50 per cent 
crystalline shampoo soap base, maintenance soaps have be- 
come harder, running about 70 per cent concentration, the 
solubilizer type of hard potash soap has been developed, 
and floor scrubbing soap has been expanded into a big 
new outlet of sales. 


IMPROVEMENT IN MANUFACTURING METHODS 


Methods of manufacture have been improved by techni- 
cal research and by modern plant and equipment design. 
Customers are thus assured of better quality and greater 
uniformity. Some of the improvements which have been 
affected are in refrigeration, better and newer types of 
filtration for liquid soaps. production of specifically formu- 
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Nchimmel & CO., Ine. 


601 West 26th Street, New York 1, N. Y. 


52 January, 1947 The American Perfumer 





lated purified fatty acids by the installation of high vacuum 
distillation equipment, oil splitting procedures to recover 
glycerin, and oil refining of crude vegetable oils. 


HERBERT KRANICH—A PIONEER IN INDUSTRY 


Herbert Kranich has pioneered in many of these devel- 
opments. In addition, his efforts were a large factor in the 
acceptance of a new reclassification of “castile soap.” His 
numerous technical articles have contributed much to the 
scientific understanding of his industry. 

Herbert Kranich was born September 7, 1894. It may 
have been prophetic that his grandfather lived on the same 
block with the founder of Kirkman & Sons. Be that as it 
may, he decided that a career in his grandfather’s piano 
business (Kranich & Bach Piano Co.) would not gratify 
his yearning for science and a subsequent business career. 
In order to realize his ambition he worked days as a junior 
chemist, first in the laboratories of the Western Electric 
Co., for four years, then as an assistant chemist for Kirk- 
man & Sons, and pursued his chemical education studying 
nights. After leaving Kirkman, he was associated with a 
subsidiary of the American Oilseed Co., the Albany Grease 
Co., and finally as chief chemist and superintendent. with 
the Harral Soap Co. 

His career and his studies were interrupted by World 
War I. He joined the U. 5. Army as a commissioned officer 
and served as a chemist and inspector in the U. S. Govern- 
ment Central Testing Laboratories in the High Explosives 
Division of the Ordnance Department. At the end of the 
war, Mr. Kranich resumed his studies and was graduated 
Bachelor of Science from Brooklyn Polytechnic Institute 
in 1920. 

Mr. Kranich is a member of the American Chemical 
Society, a fellow in the American Institute of Chemists, a 
member of the American Oil Chemists Society, of the Amer- 
ican Chemical Industry Salesmen’s Association, and the 
Association of American Soap & Glycerine Producers, 
Inc. He was vice-chairman of the Potash Soap Division 
of the latter association for two years and its chairman for 
the years 1945-46. He also served as a director of the asso- 
ciation for the year 1946. When the Potash Soap Associa- 
tion was organized in Cleveland, October 1946, Mr. 
Kranich was elected president. 

Outside of his business activities, which occupy almost 
all of his attention, his hobbies are golf, yachting, swim- 
ming and dancing, in which pastimes he has received nu- 
merous awards. His clubs are the North Hills Golf Club 
and the Downtown Athletic Club. 

His son, Herbert Kranich, Jr.. who is attending Drew 
University, has just celebrated his twentieth birthday. Upon 
graduation, he plans to join his father in the business. 
thus insuring that the name Kranich Soap Co. will continue 
to grow with a growing industry. 

Looking to the future, Mr. Kranich feels that the indus- 
try, which has grown from some thirty or forty participat- 
ing firms with a capital structure of about five million dol- 
lars to about one hundred fifty firms with a capital strue- 
ture of thirty to thirty-five million dollars during the past 
twenty-five years, needs: Improved formulation of prod- 
uct; certification of product; development of mechanical 
dispensers to facilitate use of potash soaps in the house- 
hold; effective product advertising and publicity; and a 
strong Potash Soap Association to serve the needs and 
requirements of the members of the industry. 
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A view of a laboratory at the Kranich Soap Co. 


Kranich’s specially designed shampoo aging tanks 
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The complete container line for parenteral so- 
lutions —ampuls, vials, and serum bottles in a 
wide range of types and sizes, made of Neutra- 
glas for utmost protection and resistance to 
chemical attack. 


The Visible Guarantee of Invisible Quality 
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by ARNOLD KRUCKMAN 


()' ER 100 prospective trade agreements have been care- 

fully formulated by officials of the Departments of 
Commerce and of State the past month which especially 
apply to the industry of which the producers of toiletries, 
cosmetics, perfumes, and flavors, are a part. These poten- 
tial formulae will be part of the business which will come 
before the trade agreements discussion. involving 38 for- 
cign countries, which started on January 13 in the Depart- 
ment of Commerce. 

The discussions in the Department of Commerce pro- 
ceedings will be focused on the foreign phase. while the 
discussions in the chambers of the L. S. Tariff Commission 
will be concerned with domestic aspects. It is not vet clear 
how individual will represent the toiletries, 
cosmetics, perfumes, and flavors industry. In the latter 
part of December, representatives of these phases had filed 
ten briefs. It is anticipated, however, more briefs will be 
filed. The briefs will probably be accepted almost to the 
last moment before the hearings begin. 


many units 


DISCRIMINATORY REGULATIONS IN FOREIGN COUNTRIES 


The discussions in the Department of Commerce are 
expected to deal with the removal of discriminatory regu- 
lutions in foreign countries. In Latin America, for instance, 
there are numerous occasions when the producer in the 
United States finds he is penalized a consumption tax of 
90 per cent, which would make the retail cost of an article, 
which can sell for $l. at least $1.50, and therefore often 
prohibitive and confiscatory, so far as the sale of the prod- 
ucts of the United States in those countries is concerned. 
In some Scandinavian countries it is mandatory that the 
importer of toiletries, cosmetics. and perfumes, file a state- 
ment of the cost of manufacturing and marketing the prod- 
uct, which obviously is unfair. It is hoped this practice 
may be abolished, as the result of these negotiations. 

Also it is the intent to make a hard fight to secure reduc- 
tion of the impest which frequently runs 30 per cent or 
more on soaps. The Europeans, as well as other nationals, 
now are often very dependent upon the manufacturers of 
the United States for some types of soaps. and it is deemed 
a matter of simple justice that these high imposts should be 
brought down to something like 15 per cent or even less. 
There also are many exchange restrictions, and other pure- 
ly nuisance regulations, which the American negotiators 
will make a determined effort to modify or abolish. 
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It is a curious fact that many of these irritating obstacles 
often actually hamper the foreign nations themselves in 
obtaining machinery and other equipment and facilities, 
which they urgently require. There are. for instance, 2,500 
items of machinery on the list. many of which are used 
by those who are competitive with your industry abroad. 
It is reported at least 21 of the 38 countries. with which 
the trade agreements will be negotiated. have special inter- 
est in the products of the chemical industry of the United 
States, and that many items apply to your special industry. 


TRADE-AGREEMENT NEGOTIATIONS 

The final April meeting between the United States and 
other countries for trade-agreement negotiations is the re- 
sult of a resolution adopted at London in November by the 
Preparatory Committee for an International Conference 
on Trade and Employment, set up by the Economie and 
Social Council of the United Nations. The final joint meet- 
ing is expected to be held in Geneva in April this year. 
It is interesting to note that the list of items which may be 
imported into the United Kingdom in limited quantities, 
including cosmetics, toiletries. and perfumes. recently was 
expanded to 177. 

It has been found. according to Director Arthur Paul. 
of the Office of International Trade. who also is Assistant 
to the Secretary of Commerce, that “the world demand for 
goods is still on the increase. In 1946 we exported aearly 
$10.000.000,000 worth of goods. L 5 of which were com- 
mercial transactions. We imported goods to the value of 
$5.000,000,000, 1 3 of which comprised sugar and truits. 
This year our total exports will well come close to $12.- 
000,000,000 or more, and our imports are expected to ex- 
$6.000,000.000. magnified quantities 
from Latin America, the Far East. and Europe. 

It was expected that C. C. Concannon, Chief of the 
Chemical Division of the Department of Commerce’s Bu- 


ceed with largely 


reau of Foreign and Domestic Commerce. would be on his 
way to South America on New Year's Day. It had been 
planned that he should make a good-will tour among the 
industrialists of Brazil, Chile. Peru, and Argentine, with 
the idea of spreading the gospel concerning our abilities 
to supply, as well as our capacities to absorb. But the trip 
has been postponed until it is finally determined what may 
be the fate of the Bureau of Foreign and Domestic Com- 
merce. 
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These skilfully blended Norda flavors embody the natural 


taste of freshly picked fruit, yet have the added advan- 
tage of concentrated strength ideal for stretching natural 
flavors. Any one of the three — Imitation Strawberry, 
Raspberry, or Cherry ——merely by being used alone can 
completely replace your natural flavors. Excellent for 


hard and soft candies, gelatin desserts, etc. 


Write for working samples and full details, on your company letterhead 


Crm re 


ESSENTIAL OIL AND CHEMICAL COMPANY, INCORPORATED 


NEW YORK OFFICE: 601 WEST 26th STREET . ST. PAUL: 904 LINDEKE BUILDING, ST. PAUL 1, MINN 
CHICAGO 325 WEST HURON STREET ad LOS ANGELES: 2800 EAST 11th STREET 


HAVANA CUBA AMARGURA 160 a CANADA: 119 ADELAIDE STREET WEST, TORONTO 
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Supplies of fats and oils “probably will be slightly 
larger this winter than in recent months,” according to 
the Department of Agriculture. But the effect will net ap- 
parently have any bearing on the needs of the industries 
which require them for soaps, cosmetics, and similar pro- 
duction. Glycerine and oleic acid, as everyone unhappily 
knows, are much scarcer, and prices have gone up. Cas- 
tor oil has risen from 35 per cent to 60 per cent. No de- 
cline in prices of fats and oils‘ is regarded as probable 
unless there is a general depression. Supplies are expected 
to remain relatively small until 1948. Department of Agri- 
culture predicts the manufacture of soap may moderately 
increase as the Philippine copra arrives in increasing 
volume. 

Late in December the Department of State bulletined that 
cooperation between the U.S. and the Philippine Republic 
has been effective in rehabilitating the copra industry, and 
that the 1946 production has consequently been twice as 
great as anticipated. The Philippines will contribute about 
60 per cent of the world’s copra in 1946-47, a total of 
530.000 long tons for 1946 alone, about 200,000 long tons 
more than was anticipated. This is equal to 320,000 tons 
of oil. The U.S. will receive 175,000 tons of this oil. 

Industrial sugar allocations remain the same, as they 
have been distributed the past 6 months. No promise is 
held out for any increase until Spring, and the prospect 
of more sugar at that time is still very uncertain. Industrial 
users serving 25 counties, where there have been popula- 
iion shifts, have been given slight increases beginning Jan- 
uary; those serving eight counties. have been cut down. 
While there is a greater abundance of industrial alcohol. 
the increase apparently has not been regarded as sufficient 
to warrant a material change in allocations. 

Controls still regulate the supply of lead. tin. tinplate, 
which explains the continued shortage of containers. due 
to insufficient raw materials, and the great competition for 
containers. Nailed wooden box inventories, for instance, 
have never been so low in the history of the country. Ship- 
ments of glass containers have dropped. Steel shipping 
containers have declined in production: and all kinds of 
paper containers are in short supply. The need for folding 
boxes for food packaging has naturally cut deeply into all 
other requirements. Production of metal and plastic clos- 
ures rose sharply in November, according to Census reports. 


LANHAM ACT OFFERS SECURITY 

The new trade mark law has recently come up fur dis- 
cussion in trade circles here. After July 1. 1947, registra- 
tion on the Principal Register will be “constructive votice” 
of claim of ownership. This is a new provision. This pro- 
vides nation-wide protection. The Lanham Act offers fat 
greater security, much less room for disturbance of trade- 
mark rights, and specifically limits the grounds upon 
which a trade mark can be challenged after five years. 

If you think your trade mark has been the subject of 
trespass, it is up to you to challenge the other fellow 
promptly. You act either immediately, but not less than 
five years after registration. You can not sit back and 
wait for the other fellow to sue you. The new law gives the 
Federal courts the power to order registration, or to cancel. 
The new law makes it easy to use geographical names, 
which is impossible under the old Act. It also becomes 
feasible to register marks which have acquired a “secon- 
dary meaning.” The new law makes possible a much wider 
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use of people’s names, although corporate names will prob- 
ably not have the protection they have under the old law. 

The new Lanham Act, also, for the first time in this 
country, enables a business man to register a service mark. 
These marks will be recorded in a separate Register. There 
also is provision for registration of certification and collec- 
tive marks. 

Another feature of the new law is the fact that it is suf- 
ficient to show one year’s use to qualify for registration in 
the Supplemental Register, and the one year’s use may be 
waived if the mark has been used in foreign trade. The 
need for state registration also seems to have been greatly 
diminished by the power of the new Federal law. It is no 
longer necessary to place a mark on a package or an en- 
velope, “affixation,” in order to legally justify its owner- 
ship. This will be highly useful to many who cannot easily 
affix a mark on their product. Concurrent registration also 
is validated for those who wish to use a mark in separate 
territories. 

The new law also permits a non-owner to have a con- 
tractural proprietorship in a mark. And it will be legal to 
make a partial assignment of a trade mark. In order to 
prevent abuse of ownership. the mark-owner must file an 
“Affidavit of Use.” or “Affidavit of Special Circumstance.” 
the end of the fifth and sixth year after registration. Under 
the new law, as under the old, the trade mark owner who 
fails to prosecute infringement, may lose his rights. 

The letter R enclosed in a circle is permitted as a notice 
of Federal registration, if the usual “Registered U. S. 
Patent Office,” or “Reg. U. S. Pat. Off.,” is not invoked. 
If there is no mark of registration on the mark, the owner 
has no right to a claim for damages. Labels. wrappings, 
containers, ads, and anything of a like nature, with imita- 
tions or counterfeits of a registered mark. is an offense, 
when the use is intended for sale of goods or services. 

No damages or profits can be recovered from innocent 
offenders. Nor can the publication and sale of a periodical 
be stopped with infringing matter of the normal delivery 
of the periodical would be delayed. The law also permits 
2 private action against any one who uses a false designa- 
tion of origin or description or representation in connection 
with goods or services. Marks registered under the Acts of 
1905 or 1881 must be republished on the Principal Register, 
to be protected. Marks registered under the Act of 1920 
before January 5, 1928. lapse January 5, 1948; those regis- 
tered after January 5, 1928, expire 20 years later. Marks 
that cannot be registered on the Principal Register may be 
on the supplemental register for foreign protection. 

It will be wise to examine all marks that might not 
qualify under the present law. They may very likely be 
eligible for registration under the new law. 

Another million dollars worth of popular brand cos- 
metics and toiletries were recently offered at Richmond, 
Va., by the War Assets Administration, including 500,000 
tubes of tooth paste: 500,000 boxes of tooth powder; 400.- 
000 ounces of deodorant cream: 300,000 containers of 
shave cream lather; 26,000 four-ounce containers of skin 
lotion; 60,000 two-ounce containers of hair tonic; 12,000 
styptic pencils; and 50,000 shaving brushes. There also 
were large quantities of shave lotion, hand lotion, rouge. 
and cleaning fluid. . . . Reconstruction Finance Corpora- 
tion recently sold large quantities of menthol crystals, 
camphor tablets, camphor powder. and similar products, 
from Japan. 


January, 1947 57 















58 

















1820--1946 


; A gradual perfection both in individuals 
| and in an industry comes with the passing of 
years. There is no test of the quality of a 
product or of an institution equal to that 


of time. 


The ever increasing number of perfumers 
who depend upon our organization to meet 
their requirements for basic perfuming mate- 
rials is ample proof that the test of time has 


revealed their sterling qualities. 


Roure-Dupont, Ine. 


Essential Oils °* Aromatic Chemicals ° Floral Products 


366 Madison Ave. New York 17, N. Y. 


Sole agents for Roure-Bertrand Fils, Grasse (A.M.) 


France and Justin Dupont, Argenteuil (S.& O.) France 
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NEW PRODUCTS AND PROCESSES 


Antu Production Up 


\ fifty per cent rise in the produc 
tion of Antu, the new rodenticide. 
alpha naphthyl thiourea, went into ef- 
fect a short time ago at the plant of 
John Powell & Co.. Ine.. 1 Park Ave.. 
New York, N. Y.. according to W. J. 
Haude, sales manager. 

\ntu, a development of Johns Hop- 
kins research is a specific poison for 
the Norway rat which constitutes 98 
per cent of the UL. S. rat population. 
The Powell product is sold in either 
1) per cent concentrated form or as 
a 20 per cent dust and is for manu- 


facturing purposes only. 


Bowser Announces New Filters 


Bowser, Inc., has introduced sev- 
eral models of a new type filter 
containing new, replaceable. resin- 
impregnated, cellulose elements which 
remove particles as small as | micron 
from liquids with viscosities up to 
600 S.S.U. and temperatures as high 
as 350 deg. F. 

The cartridges are said to be com- 
pletely neutral, containing no chemi- 
cal bleach and will not remove addi- 
tives or inhibitors. or affect the color 
of the filtered liquid except by redue- 
tion or removal of foreign matter. 

The filters are designed for ‘use 
with alcohols, animal and vegetable 
oils, syrups, beverages and similar 
liquids requiring a fine degree of 
clarity without altering taste or color. 


New Protective Film 
The Dow Chemical Co.. Midland. 


Mich., has announced a new aqueous 
film-forming material in Dow Latex 
512. It is a combination of stvrene 
and butadiene which when air dried 
forms a rubbery and tough film with 
excellent pigment binding properties 
and a high protective value. 


Pulverizer Feeds Regulator 


Mosher Electronic Controls has an- 
nounced an improvement that makes 
electronic regulation of pulverize: 
feeds more dependable. The makers 
state that the new control has raised 
the output of average mills 20-35 
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per cent. This result is obtained, it 
is stated. by coordinating feeds to 
maximum grinder motor load. 
While sensitive to all changes in 
rate of feed to the grinder, the new 
type controls are not affected by 
fluctuations in power line voltage 


New Plastic Container 


Frank J. Nussbaum, president of 
Blue River Plastics Manufacturing 
Corp... New York. \. Y.. has designed 
and is manufacturing a new lucite 
package for Luzier’s, Inc.. Kansas 
City, Mo. 





Blue River Plastics’ new lucite package 


The feature element of this pack 
age is the blue “L” which not only 
serves as an artistic factor, but is also 
utilitarian since the spring of the 
“L” supports the bottle on three 
sides. It is formed by heat process. 
The name on the package is hot 


stamped on the inside of the package. 


New Catalogs 


\ new edition of its book “Emul- 
sions” is now being offered by Car- 
bide and Carbon Chemicals Corp., 30 
East 42 St., New York City, N. Y. 
The 72-page book presents over 113 
practical formulas and methods for 
preparing cosmetic and _ industrial 
emulsions of oils, waxes, fats and 
greases, Extensive additions and re- 


visions have been made in the mate- 
rial given in previous editions. The 
book describes the use of many of the 
recently developed amine soaps and 
cationic dispersants which have be- 
come popular as emulsifying agents. 
Copies may be obtained without 


charge. 


Types of broad-leaf weed pests that 
are destroyed by Knox-Out Weeds, a 
new selective weed killer containing 
2.4-D, are listed in a six-page pam- 
phlet just published by the Pennsyl- 
vania Salt Co. The product is stated 
to be harmless to common grass. Ta- 
bles for mixing the solution for 
spraying, directions for its use and 
suggestions as to when to apply it 
are included. Precautions fer pro- 
tecting valuable plants and advice 
on handling poison ivy are given. 
Copies may be obtained by writing to 
the company. 


\ full-color booklet. marking a 
new advance in plastic finishing is 
heing distributed by the Meyercord 
Co.. to illustrate wide industrial uses, 
flexibility and application of the 
firm’s wood and marble recreatiens 
in plastic veneer. The new product 
can be used as all-over finish, as 
banding, or trim, or in combination 
with inlay. Copies of the booklet 
will be mailed to interested execu- 


tives by the company. 


Dodge & Olcott, Inc., 180 Varick 
St.. New York, N. Y.. is supplying its 
new price list to the trade. 


Merck & Co.. Inc.. Rahway. N. J., 
has issued a new price list of indus- 


trial chemicals. 


How to get maximum production 
from existing plant facilities is the 
theme of “Dynamic Management Con- 
trol with Sched-U-Graph,” a 32-page, 
full color booklet just published by 
Remington Rand, Inc. Executives in- 
terested in obtaining the best utiliza- 
tion of machine and man hours in 
production and of salesmen’s efforts 
will find this book valuable. 
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IMPROVING PRODUCTION 


Carl A. Claus 


N a recent issue of the Rotarian, Stewart Chase had a 

most impressive and appropriate article. In it he said, 
“You'll be surprised at what you can do, if you—make it 
an adventure.” Further he stated, “When a new event 
confronts me which, on the face of it, looks like a large 
headache or worse | say to myself: This is an adventure! 
Here is a chance to broaden your experience; go out and 
meet the untried!” 

This assignment is really a new undertaking for me, and 
to be sure I shall make it an adventure. 

Having received the appointment to edit this department 
for such an important publication, I am assuming the 
assignment with the full feeling that I will have the co- 
operation of the many readers of THE AMERICAN PER- 
FUMER AND EsseENTIAL O1L REVIEW to whom, it is my hope, 
I will be of some service. Many times you have un- 
doubtedly had some thoughts on which you desire some 
comment, and may I encourage you to send these thoughts, 
ideas or suggestions to me, for it will be my duty to try to 
expand them, to obtain more comment on them and thereby 
give the benefit of your thinking to the readers of THE 
AMERICAN PERFUMER. 

In this opening article, my efforts will be extended more 
to general lines of thought, merely to get under way, and 
when I receive the help and assistance which you all can 
give I know that then the interest of the readers will be 
there. 

In my some twenty-four years of association with the 
packaging industry, and the privilege that has been mine 
of observing many of the problems confronting those who 
deal in packaging merchandise, I have had the pleasure of 
meeting many real top-notch executives. It is from them 
that I have learned the few facts known to me as io the 
requirements of an executive. Invariably that executive 
who becomes an inspiration to his men and a leader of his 
organization is one who at some earlier time did delve 
into the details of his company’s business. Who me- 
ticulously kept his records and from these records learned 
the important, interesting facts of the trends in his business, 
and of those items which were leading toward profits— 
which, ultimately, is the soul of any business. 


SELF-ADVANCEMENT LIMITED? 


It is unfortunate, however, that many men who have 
the aptitude for top executive positions retain the detail 
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work for themselves and lose sight of the really important 
things which are their true responsibility. | have observed 
many cases where an executive has materially failed be- 
cause he has insisted upon retaining some of the detail 
work for himself instead of passing it, on to a subordinate 
(who can do it just as well, and maybe better), and leave 
himself free for broader thinking and better execution. In 
analyzing the reason for this, it has become obvious to me 
that many times the would-be executive has overlooked 
getting a good assistant to whom he could entrust detail 
work that experience has taught him is important. Or he 
feels that it is the detail work that has made him a success 
and is afraid to relinquish it, thus limiting his advance as 
an executive. 

The executive who is unable to train men is sorely 
handicapped. He has not, through his studies, best deter- 
mined how to prepare those who are coming after him. 
The man who is really looking forward will endeavor to 
hire men as his subordinates who are better qualified for 
the particular job than he was when he joined the organiza- 
tion, and will always keep them better equipped than he was, 
so that he may pass along to more important work where 
his efforts will be more productive. 

At times there are those who feel that if they have 
subordinates trained too well, management might find that it 
no longer needs the executive, and that the assistant is 
competent to carry on at less money. This is destructive 
thinking as far as organization is concerned. There are 
very few companies who will let a top executive go because 
the assistant is getting good. Most organizations let the 
top executives go further ahead and depend upon them to 
promote the company to bigger and more substantial 
proportions, and to build sounder foundations of 
permanency. 


OBSERVATIONS 


Rogers and Slade, Management Consultants, publish 
“Management Briefs” which it is my privilege to receive, 
and from which I get many inspirations. With their permis- 
sion I wish to reprint herewith an interesting little ob- 
servation, which, in my mind, brings forth a most im- 
portant point, one many times not noticed by the busy 
executive who has before him so many problems that the 
facts as explained in “A Case in Point” are overlooked. 

“Not long ago a very old business took on, in a top 
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News of Importance to AMERICAN PERFUMERS 


Who Want Success Through Quality 


HENRI ROBERT Inc. 


Distinctive American raw materials for perfumes ... in the French tradition 


39 West 60TH St.,. NEW YORK 23, N. Y. 


CABLE ADDRESS HENROBERT TELEPHONE: CIRCLE 5-8521 CODES: A.B.C. 5TH & 6TH EDITION 





ANNOUNCES 


He is now the exclusive representative in the Western Hemisphere for: 


LES FILS DE 
JOSEPH ROBERT 


91 RUE DE L’UNIVERSITE 
PARIS VII 


SPECIALISTS IN FLORAL PRODUCTS 


FROM GRASSE 





Capital de! coo cce de Francs 
/ 


J 


LABORATOIRES SYNAROME 


Asnieres (Seine) 


CREATOR OF AMBRAROME, CARDAMINE ESSENTIAL OILS AND ABSOLUTES OF 

\ND OTHER VERY MODERN SPECIALTIES EXCEPTIONAL QUALITY MANUFACTURED 

USED IN MANY LEADING SUCCESSES FROM THE PRINCIPLES ESTABLISHED 
DURING THE PAST DECADE iN 1890 RY JOSEPH ROBERT 


HENRI L. ROBERT 


CREATEUR DE PARFUMS 


WILL PERSONALLY HELP YOU UTILIZE THESE THREE SOURCES OF OUTSTANDING 
RAW MATERIAL AND ENABLE YOU TO DEVELOP MODERN PERFUMES OF BEST 
QUALITY AND HIGHEST SALES APPEAL, 
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executive position, a man of simple and direct habit of 
mind. The newcomer spent several weeks going through 
the company’s catalogs and advertising scrap books, year 
by year, and comparing them with the sales and_ profit 
figures of the business for the same years. 

“One day he walked into the president's office: “This 
business is off the track again.’ he said. 

“He went on to explain that he had found that at three 
different periods in its history the business had enjoyed 
great prosperity, and each time this had resulted when the 
management had returned to the original simple plan of 
the founder. The records showed that for a period of years 
the business would sail along. making good money and 
chalking up progress: then the management would tire of 
so steady a course and so simple a business formula. Prod- 
ucts would be changed, the old selling plan would be ‘mod- 
ernized’ and the advertising given a glamour treatment. 
Whereupon the business would enter on a period of small 
profits and little progress. 

“Would the scrap books of your own business reveal a 
similar situation?” 


PACKAGE FILLER 

George G. 
Rogers Co., Ine.. 
announce the new 
Rogers Package 
Filler which has 
been designed by 
Cragar. Many 
novel features 
are claimed for 
this filler in that 
it has a range 
from 1/3 of an 
to 1G 
pounds. The 


ounce 


size of the ma- 
chine is 70 inches 
high. occupying a 





floor space of 
29 x 36 inches, 


George G. Rogers’ new package filler 


and having a 
shipping weight of approximately 700 pounds. 

A special feature is the simple dial adjustment control 
for the package fill time. The makers state that this allows 
for rapid changes for any type of material and it is 
further stated that the unit can be used on either pulverized, 
granulated, crystalline or paste materials, and that it will 
fill all types of rigid or flexible containers. 

Of unusual interest is the fact that the augur speed is 
variable and independent and package transfer time can 
be easily set by a dial to accommodate the slowest or 
fastest operator. Each of these operations can be set com- 
pletely independent of one another and cams have been 
eliminated from the machine. Clogging is eliminated be- 
cause all mechanisms are above the augur and tube lines. 
The bottom portion of the machine has no moving parts at 
all to hecome clogged through spilling of materials. 


A NEW MIKRO-ATOMIZER 


A new No. 8 Mikro-Atomizer, capable of producing ultra- 
fine powders in the range of 1 to 25 microns (under 325 
mesh) in size, in large production quantities, has just 
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been announced by the Pulverizing Machinery Co., reports 
Food Materials and Equipment. 

Using a 75 horsepower motor, this new mechanicat 
screenless pulverizer is particularly applicable to tonnage 
operations. Capacities in the range of 2000 to 8000 
pounds per hour, depending upon the material being 
ground, are obtained with this new large production unit. 

The machine discharges into a stainless steel dust col 
lector. Rotary air lock for continuously discharging ma- 
terial from the cyclone. is supplied. 

The basic principle of operation lies in separating and 
recirculating the ground particles by a balanced reaction 
between centrifugal force and air flotation or aerodynamic 
drag in such a way that the smaller particles which meet 
the size specification are discharged from the mill while 
the larger sizes are retained in the grinding section for 
further reduction. 

The entire mill housing assembly is split in halves, the 
upper half swinging easily on substantial hinges. The 
rotating members, all on one shaft, may then be lifted 
away from the lower housing. All parts which céntact the 
material being 
ground are 
highly finished 
for quick clean- 
ing. Stainless 
steel construction 
of the rotating 
members — elimi- 
nates corrosion 
and = contamina- 
tion. Body cast- 


ings are all 
special nickel- 


iron alloy which 
takes a high 
polish and which 
is very resistant 
to corrosion. 





SPOT FLASH-LITE 

The Holub 
Flex Spot Flash- 
lite is going to be of interest to every mechanic who finds 


Holub Industries’ spot flash-lites 


it necessary to make adjustments on machines, or get into 
tight spots to see what is going on. Literature concerning 
this new flash-lite may be obtained by writing Holub Indus- 
tries, Inc. 

These flashlights are equipped with a flexible metallic 
tubing which can be bent at any angle and held in the ad- 
justed position. The tube can be wound around rods, pipes. 
ete., and then laid on a ledge, to give a light where it is 
needed, thereby freeing both hands. 

Another outstanding feature is the powerful and shadow- 
less light. so it is claimed, spotted exactly where it is 
needed. The makers state that the flexible tubing permits 
entrance of the light into very close or tiny quarters. gives 
a light around corners. to the bottom side of panels, ot 
reaches into hard-to-get-at places. 

The junior and deluxe models use two AA pen-like bat- 
teries and are intended for general use, whereas the stand- 
ard sizes use two regular size flashlight cells for longer 
battery life, and are used wherever heavy duty service is 
required. . . 
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THE ROUND TABLE - 


Kay Torrey Offers 
Consulting Service 


Kay Torrey, who resigned, last 
Summer, her position of some years 
as Associate Good Looks Editor of 
the Woman's 
Home Compan- 
ion, has opened 
offices at 10 Bank 
St.. New York, 
N. Y., where she 
is acting as a 
consultant, ex - 
tending her ser- 
vices to include 
sales train- 
ing helps and 
consumer educa- 
tion literature. Prior to her work 
with the Woman’s Home Companion, 
Mrs. Torrey had advertising agency 
production experience with J. Walter 
Thompson, and after that, handled 
direct mail sales at Charles Scribner 
& Sons. 

Mrs. Torrey has just returned from 
a trip to the Pacific Coast which re- 
sulted from commissions to study 
the teen-age and men’s line fields for 
a number of manufacturers. She 
found that the practice of displaying 
teen-age cosmetics side-by-side with 
appropriate accessories is increasing. 
Several California firms are turning 
vut private label men’s lines in ap- 
preciable volume. 

While she is currently preparing 
booklet material for school training 
and to be used in good grooming 
courses, Mrs. Torrey is most active 
in the broader aspects of merchandis- 
ing. Her sales promotion talents are 
by no means limited to the field of 
cosmetics. 


Kay Torrey 


First Portal-to-Portal Suit in 


Industry Is Against Oxzyn 

The first suit of the portal-to-portal 
variety to hit the cosmetics industry 
in the nation was filed last month 


by the United Gas, Coke and Chem- 
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icals Workers, CIO, against The 
Oxzyn Co. of Lowell, Mass. 

The suit was instituted at the 
Federal Court in Boston, and seeks 
to collect $500,000 in back pay, fol- 
lowing the pattern of portal-to-portal 
pay sought throughout the country 
by other unions. Summonses in the 
suit were presented to Massachusetts 
Commissioner of Corporations, who 
under the law, is empowered to ac- 
cept “service” on all legal action on 
behalf of corporations. The Com- 
missioner of Corporations will for- 
ward the summonses to the company. 

The Oxzyn Co., located at 176 
Middle St., Lowell, Mass., manufac- 
tures cosmetics and employs more 
than 200 people. It was established 
in Lowell two years ago. The com- 
pany’s home office is located in 
Clifton, N. J. The Lowell plant was 
opened when the management de- 
cided to transfer part of the plant 
from New Jersey. The CIO union 
organized the Lowell works in 1946. 

The suit, as filed in Boston, con- 
tained six pages of allegations. It 
is similar to suits filed by various 
unions throughout the country and 
is based on a Federal Court finding 
granting workers back pay for the 
time spent after entering factory 
property and before reaching their 
machines. 

Following the original finding, 
numerous suits were filed in anticipa- 
tion of its being upheld by the Su- 
preme Court of the United States. 
This highest court upheld the de- 
cision last June in a decision writ- 
ten by Justice Frank Murphy, with 
Justice Felix Frankfurter dissenting. 

According to the decision, work- 
ers are entitled to pay for the several 
minutes daily that it takes them to 
get to their machines after entering 
the plant portals and the time re- 
quired to get from their machines to 
the gates at the end of the day’s work. 

This suit came as a complete sur- 
prise to the Lowell plant manager 
and the home office in New Jersey. 


Paul Justesen Receives Citations 
For Aiding Escape of Allied Soldiers 


Paul Justesen, of the export de- 
partment in the New York office of 
Albert Verley & Co., Chicago, IIL. 
has received cita- 
tions from the 
governments of 
the United States 
and Great Britain 
for his services 
during the war 
in aiding the 
escape of Allied 
soldiers from the 
enemy. The 
American _ cita- 
tion is signed by 
General of the Army Dwight D. 
Eisenhower, at the direction of the 
President. The British citation is 
signed by Air Chief Marshall Tedder, 
who was Deputy Supreme Com- 
mander of the Allied Expeditionary 
Force under General Eisenhower. 

Mr. Justesen became a member of 
the Danish Resistance Movements 
Council for Sealand military organ- 
ization and worked closely with 
“special forces,” housing the allied 
agents who were dropped in Denmark 
by parachute, and helping them to 
organize espionage, sabotage, dis- 
tribution of arms and explosives, etc. 

He was one of the volunteers who 
were instrumental in smuggling 6,000 
of Denmark’s 7,500 Jews to safety in 
Sweden. Allied fliers shot down over 
Denmark were often picked up by 
the organization to which Mr. Jus- 
tesen belonged and aided in escaping 
to Sweden. 

He escaped from a concentration 
camp where he had been placed by 
ihe Gestapo and fled to Sweden in 
1945. where he joined the Danish 
forces. 

In Oct.. 1945, when he came to the 
United States, a chance meeting with 
E. J. Strobl resulted in a decision to 
join the Verley Co. He is now ex- 
port manager of the firm in conjunc- 
tion with R. Grueter. 


Paul Justesen 
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DCAT Section 
Elects Officers 


The Drug, Chemical and Allied 
Trades Section of the New York 
Board of Trade. elected officers Dec. 
17, to serve during the next 
year. 

The results of the election are as 
follows: Chairman, Dr. Carle M. 
vice-chairman, Fred J. 
treasurer, Hugh 3. 


fiscal 


Bigelow: 


Stock: Crosson: 


and secretary, Helen L. Booth. Carl 
M. Anderson was appointed counsel. 


Society of European Chemists 
Annual Entertainment January 18 


The annual entertainment of the 
\merican Society of European Chem- 
ists and Pharmacists takes place at 
the Master theater of the Master In- 
stitute. New York City. January 18. 


Scientific Section of Essential 
Oil Association Meeting 


The annual ‘meeting of the Scien- 
tific Section of the Essential Oil As- 
sociation, held Dee. LO, at the Ho- 
tel McAlpin, New York, N.Y, 
permitted the members to adopt 
standards for terpiny| 
acetate. lemongrass oil and helio- 
tropine. The papers were read by 
Dr. W. C. Muely and Dr. A. 


U.S.P. changes were recommended 


terpineol, 


Fiore. 


for almond oil, benzyl benzoate, cin- 
pepper: 
mint oil. and rosemary oils National 
Formulary changes 
mended for allyl isothiocyanate. 
anethole. bitter almond oil. benzal- 


namon oil, myristica oil. 


were recom 


dehyde. caraway oil. cardamom oil. 
chenopodium oil, cinnamaldehyde, 


halsam copaiba, ginger  oleoresin. 
hitter orange oil, pimenta oil. dwart 
pine needle oil, pine oil and thyme 
oil. These suggestions were made by 
I. L. Hilbert. 

Dr. Justin L. Powers presented 
“The New N.F.” and Dr. E. Fuller- 
ton Cook. “The New U.S.P.” Dr. 


\. Warren advanced proposed stand- 


Saunders P. Jones, president of Mary Chess, 
with Frances C. Hollis at the December Ball 
To Aid Disabled Veterans, sponsored by Mary 
Chess Co, New York, held December 10 


& Essential Oil Review 


ards for oil of citronella Ceylon. 
Solubility problems in U.S.P. essen- 
tial oils were discussed by Dr. G. 
Brannigan. 

William Schilling, Jr., 
of the association, was unable to be 
present. so Ray Schlotterer, manag- 
Ing director. presided. be EB. G. 
Kunz, chairman of the scientific sec- 
tion, reviewed the work of the sec- 
tion during the past year. 

Problems pertinent to the indus- 
try were discussed during the after- 


president 


noon. Cocktail hour ran from seven 
to eight, and dinner began at eight. 

The annual meeting of the asso- 
ciation was held Jan. 10, at the Ho- 
tel Pennsylvania. This date was too 
late to permit reporting the meeting 
in this issue of THE AMERICAN 
PERFUMER. 


Andre Pissarro 
Joins van Ameringen-Haebler 


Andre Pissarro has recently be- 
come associated with van Ameringen- 
Haebler, Inc... New York. N. Y.. as 

a foreign execu- 
tive. He has been 
active in the aro- 
matics industry 
for some time. 

Prior to the 
war, Mr. Pissar- 
ro had_ banking 
interests in his 
Paris, 
whence he has 


native 


recently returned 
from a visit after 
an absence of several vears. 

> 

Related to the 
impressionist 


Andre Pissarro 


famous French 
painter, Camille  Pis- 
sarro, he is well known interna 
tionally. His activities prior to the 
war took him to all parts of the 
world; he expects shortly to start on 
Latin 


an extensive trip” through 


(America. 


Mrs. R. Righton Webb Awarded King 
George V Medal for Notable Service 


In recognition of distinguished set 
vice in the cause of humanity durine 
the war. Mrs. R. Righton Webb was 
awarded the King George V_ medal 
of the King’s Daughters at a special 
ceremony in the Plaza Hotel. New 
York, N. Y.. January 13. in the pres- 
ence of many notables including the 
British Consul General. Sir Francis 
Evans. Mrs. Webb is the wife of 
R. Righton Webb. treasurer and gen- 
eral manager of W. J. Bush & Co.. 
New York. N. Y. When the oppor- 
tunity presented itself during the war 
to do useful and needed work. Virs. 
Webb volunteered her services. 


How Advertising Is Used to Sell 
Cosmetics Explained by E. D. Odell 


How the force of advertising may 
be utilized most effectively in mer- 
chandising drugs and cosmetics was 
suggested in an interesting and illu- 
minating address by Eliott D. Odell, 
advertising manager of Fawcett Pub- 
lications before the students taking 
the course conducted at New York 
University on Merchandising Drugs 
and Cosmetics on the evening of 
January 6. 

Mr. Odell used actual advertise- 
ments and magazine covers appro- 
priately arranged to show how mar- 
kets are divided into groups accord- 
ing to age and other considerations. 
He then pointed out how the skilled 
merchandiser selects the group and 
the publications reaching that group 
best suited for his requirements. A 
lively discussion followed the lecture. 

The second semester of the course 
begins in February. Classes are con- 
ducted at the School of Commerce, 


Washington Square. New York, N. Y. 


Seran Co. Operating 
As Manufacturing Chemists 


Emery Emerson, formerly with 
John H. Breck. and William Thom- 
son have formed Seran Co.. Inc.. and 
will function as manufacturing chem- 
ists in cosmetics and soaps. The firm 
is located at 95 Broad St.. Spring- 
field. Mass. The telephone number is 
Springtield 2-5285. 


Sally Hansen to Start Merchandising 


Service on Return from Europe 


Viiss Sally Hansen. New York, 
N. We and Holly wood. Calif.. sailed 
on the America. December 27. for a 
month’s business trip abroad which 
will include visits to London. Paris 
and Algiers. While abroad she ex- 
pects to purchase new articles for 
eenerally 
study advances in the art of packag- 


cosmetic packaging and 
ing made in Europe. On her return, 
about February |. Miss Hansen ex- 
pects to establish a merchandising 


service in New York. 


Herman L. Brooks, new owner of deMarkoff 
lines, at a meeting with the salesmen and 
representatives to discuss future plans. 
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THE REFRESHING FLOWERY FRAGRANCE OF PEONY 
PARENTO WILL IMPART DISTINCTION AND LASTING 
APPEAL TO YOUR CREAMS AND LOTIONS AT 
EXCEPTIONALLY MODERATE COST. 


A SAMPLE WILL CONVINCE YOU! 


COMPAGNIE PARENTO 


INCORPORATED 
CROTON - ON « BUVRSOR., NE W YORA 


NEW YORK ¢ CHICAGO e DETROIT e¢ LOS ANGELES ¢ SAN FRANCISCO 
SEATTLE *© PHILADELPHIA © TORONTO ¢ MONTREAL ¢ LONDON, ENGLAND 








Givaudan-Delawanna 
Annual Sales Meeting 


The annual sales meeting of 
Givaudan-Delawanna. Ine.. New 


York. N. Y.. held in) New York. 


Andre Givaudan Ernest R. Durrer 


N. Y.. Dee. 10, LL and 12, was at- 
tended by the full staff of sales rep- 
resentatives for the first time since 
the war. 

The meeting was attended by 
Andre Givaudan, who had come 
from Switzerland for a short  busi- 
ness trip. On Dee. Il. a farewell 
dinner was given in his honor at 
the Essex House. 

An active participant in the dis- 
cussions at the meeting was Ernest 
R. Durrer, who had been elected 
executive vice-president of 
dan-Delawanna on Oct. 11. 

At the sales meeting, a program 


Givau- 


was discussed for the expansion of 
the production and servicing facili- 
ties of the Givaudan organization. 
Plans were laid for an extensive 
study of the changes in the per- 
fume raw materials industry that are 
coming about as a result of the re- 
turn of formerly unavailable essen- 
tial oils and their derivatives. 

Among other concrete accom- 
plishments of the meeting, Ralph M. 
Stevenson, sales manager. has stated. 
was a plan of action for the market- 
ing of Givaudan-Geneva specialties. 
which are expected to become avail 
able during the coming year. 


Sidney Picker Receiving Double 


Congratulations from Friends 


Sidney Picker. co-author of “Mar 
keting Drugs and Cosmetics” and 
instructor in the class on marketing 
drugs and cosmetics at New York 
University, is receiving double con 
gratulations, first on the arrival of 
a granddaughter and second on the 
engagement of his son. His son. 
David Louis Picker, is completing 
his studies at Rhode Island State Col- 
lege where he will take the degrees 
of electrical engineer and aviation 
engineer in June. He served two 
years in the Navy. He is to be mar- 
ried to Miss Alice Cahn, daughter of 
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Vir. and Mrs. Mitchell Cahn of New 
York, some time after his graduation. 
Mr. Picker’s granddaughter arrived 
January 2 to join a grandson who 
has hitherto singly blessed the home 
of Dr. and Mrs. Norman J. 
man of Newark, N. J. 


Giucks 


George Stevens Receives 
Bermuda Trip as Bonus 


Plastics. Ine.. 
extended to 


Eastern Seaboard 
Newark, N. J... has 
George A, 
daughter. a trip to 
Christmas and New 


Stevens. his wife and 
Bermuda fo 
Year's. all ex- 
penses paid. as a bonus for the sue- 
cessful job he has done in’ promot- 
ing Perm-O-Comb. 


Three Essential Oil Men 
Enjoy Lake Placid Christmas 


Three members of the essential 
oil industry enjoyed the Christmas 
holiday at Lake Placid. New York. 
They are Arthur G. Ciller. E. De 
Witt Osborne and Robert L. Cahill. 


New Heyden Chemical 
Expansion 


Construction of a $450,000 fine 
cuemicals building as an addition to 
ihe Heyden Chemical Corp.. New 
rork, \. Y., plant in Fords, \. J.. 
has been announced. 

Of brick, 
struction, the new building will pro 
vide an additional 5,000 square feet 


steel and concrete con- 


of floor space to be used in the pro 
duction of organic chemicals. It 
will be two. stories high except for 
the tower 


portion which will rise 


five stories to accommodate twin 
fractionating columns. 

Production of  searce chlorine 
caustic soda and hydrogen at the 
New Memphis, Tenn... plant of the 
undet 
annual capacity of the plant will be 
14,000,000 pounds of chlorine, 30.- 
000,000) pounds of liquid causti 
soda and 75.000.000 cubic feet of 


hydrogen. 


company is now way. The 


Chlorine, liquid caustic soda and hydrogen 

is now produced at the Heyden Chemical 

Corp. plant at Memphis, Tenn. The new 
plant was acquired in the Fall of 1946. 


New York Territory Assigned 
To Taxier by MM&R 


The territory of New York State, 
exclusive of New \ ork City, has been 
assigned to Charles B. Taxier, by 


Charles B. Taxier John P. Grattan 
Magnus. Mabee & Reynard. Inc... New 
York. \. Y. Previous to this assign- 
ment. Mr. Taxier had been a sales 
representative for the company in the 
metropolitan area. a position he had 
held since he joined the firm in Nov., 
1945. 

John P. Grattan has been appointed 
to the firm’s Greater New York sales 
staff. During the war he served in 
India and China with the Division 
of Naval Intelligence of the U. %. 
Navy. 


Michael Lemmermeyer, 
Cartoonist 


It may come as a surprise to some 
to learn that “Lem,” creator of the 
“Professor” and “Doctor” cartoon 
characters who have been appearing 
regularly in Lab-Scents, the monthly 
bulletin which Aromatic Products. 
Inc.. New York, N. Y.. mails to in- 
terested members of the aromatic 
chemical trade. is none other than 
Michael J. Lemmermeyer, president. 

The comic strip. depicting the ad- 
ventures of this doughty pair, has 
heen put together in a booklet en- 
titled “A Whale of a Tale.” which 


was sent out in New Year's greeting. 


Stanco and Standard Alcohol 
Handled Through Enjay 


Enjay Co. Ine... 20 Broadway. 
New York. N. Y.. has been organized 
to take over the sale and distribution 
of all products handled by the Chem- 
ical Products Department, Stance 
Distributors. Ine.. and Standard Al 
cohe | Co. 

Officers of the new company are: 
H. W. Fisher. president: John A. 
Britton. Jr. and James G. Park. 
vice-presidents: W. F. Quick. secre 
tary: H. P. Schoeck. treasurer: G. 
M. Buckingham. _ assistant 
tary: and L. R. Moore. 


treasurer. 


secre- 


assistant 
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OQuality--- 


what does that mean? 


When we talk about the “quality” of SwiInpDELL bottles, the word means 
different things to different people. To some, it means beauty of desigr: 


that lends glamor and lustre to vour product 


To some, it means sturdiness and durability that insures vou against undue 


shipping losses. 


To some, it means dependability in delivery of uniformly good looking 


products. 


But here’s the point whatever “quality in bottles’’ means to vou, 
SWINDELL’s hundred year tradition of skill makes certain that vou get it 


here—in stock or private mould bottles, machine or hand made. 


SWINDELL BROTHERS, Inc. 


200 FIFTH AVE., NEW YORK BALTIMORE 30, MARYLAND ROBERTO ORTIZ * HAVANA, CUBA 


6 
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Coty Requests Federal Trade 
Commission to Stay Proceedings 


Following the precedent set by 
Park & Tilford in requesting that 
the Federal Trade Commission stay 
proceedings pending a Fair Trade 
Practice meeting for the Household 
Dye Trade, Coty, Inc., New York, 
\. Y., has asked that a similar view- 
point be takgn in its case awaiting 
a meeting to be held for the toilet 
goods industry. 


P. R. Dreyer, Inc., Announces Two 
Additions to Its Staff 


Another essential oil house which 
can point with pride to a second gen- 
eration—sons of its executives—on 
the staff is P. R. Dreyer, Inc., New 
York, N. Y. Fred Thiele, Jr., a grad- 
uate in chemistry of Rutgers Uni- 
versity in 1944, son of the late presi- 
dent of the company, joined the com- 
pany on his discharge from the 
armed services and Daniel A. Beyer, 
son of Fred J. Beyer, executive vice 
president, is now a member of the 
staff. ‘Mr. Beyer studied chemistry 
at the University of Pennsylvania for 
two and a half years and is now com- 
pleting his studies at night at the 
Dickinson-Fairleigh Institute in Ruth- 
erford, N. J. He spent three and a 
half years in the Navy before joining 
the company. Both young men are 
working in the laboratory learning 
the business from the ground up. 


Ungerer Opens 
Los Angeles Office 


Ungerer & Co., New York, N. Y., 
has opened a new branch office at 
3757 Wilshire Blvd., Los Angeles 5, 
Calif. George R. MacDonald of Bos- 
ton, for many years the New England 
representative of Ungerer & Co., has 
been promoted to Manager of the 
new Pacific Coast office and will han- 
dle the firm’s business for the entire 
West Coast area. 


Maurice S. Picard of Ets. J. Henri 
Moutet, Killed in Airplane Accident 


Maurice Simon Picard, New York, 
N. Y., sole agent for the United 
States of Etablissements J. Henri 
Moutet, Grasse, France, was among 
the 13 persons who perished in the 
crash of the Constellation plane, Star 
of Cairo, near Shannon airport, Eire, 
December 28. Mr. Picard was born 
and educated in France. In 1941 he 
came to the United States and served 
with the French Buying Mission for 
France for three and a half years. 
He then established his own import- 
ing and exporting business in the 
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Lnited States and became the sole 
agent in this country for Etablisse- 
ments J. Henri Moutet of Grasse, 
producers of natural floral products 
for perfumes and soaps. Jean Moutet 
of the Grasse firm was in the United 
States in October in conference with 
Mr. Picard and together both flew to 
France early in November. After con- 
cluding a seven weeks’ stay at the 
plant in St. Claude and at the Grasse 
headquarters, Mr. Picard flew back 
to the United States. It was on this 
trip that the accident happened. He 
was 43 years old and is survived by 
his widow and two sons, 9 and 16 
years old. He was an American citi- 
zen. The funeral was held in New 
York, January 8. 


Albert Delavigne, President of 
Roure-Dupont, Inc., Dies Suddenly 


Albert Delavigne, president of 
Roure-Dupont, Inc., New York, N. Y., 
the American agent for Roure- 
Bertrand Fils & 
Justin Dupont, 
Paris, France, 
died at his home 
in New York City 
following a brief 
illness, December 
30, at the age of 
60 years. 

Mr. Delavigne 
was born in Paris 
after com- 
pleting his elementary education he 
entered St. Cyr, the famous military 
academy similar to our West Point, 
from which he was graduated. Dur- 
ing World War I he served as a eap- 
tain in the French Air Force, win- 
ning the Croix de Guerre for dis- 
tinguished service. He was also made 
a Chevalier of the Legion of Honor. 
At the end of the war he obtained his 
experience in natural floral products 
and aromatic chemical industries in 
France. 

In 1925 he came to the United 
States and served as vice president 
of the George Silver Import Co. of 
New York, then American agents for 
Roure Bertrand Fils and Justin 
Dupont. Following the retirement of 
Mr. Silver, Mr. Delavigne became 
president of the company; and when 
the company was reorganized some 
years later as Roure-Dupont, Inc., he 
continued as president. 

When World War II broke out he 
offered his services for active mili- 
tary duty and was assigned to the 
French Air Attache in Washington. 

Mr. Delavigne is survived by his 
widow, Mrs. Ernestine de Bruniere 
Delavigne, whom he married in 1913; 


nb 


A ; 
Ibert Delavigne oui 


a son, Jean, and three daughters: 
Mrs. Monique Denoyer and _ the 
Misses Simone and Jacqueline 
Delavigne. 

Mr. Delavigne was a member of 
the French Chamber of Commerce 
and the French War Veterans and 
was active in the Essential Oil Deal- 
ers Association of the U. S. A. He 
had travelled widely and as a result 
had a fund of interesting informa- 
tion which made him a delightful 
conversationalist. Unknown to many, 
his hobby was higher mathematics. 
Due also to his innate modesty his 
interest in numerous charities was 
known only to his intimate associates. 

The funeral was held January 3 at 
the church of St. Vincent de Paul, 
New York City, where his host of 
friends and the French War Veterans 
paid respect to the captain for whom 
they had a deep affection. Among the 
veterans was Lieut. Gabriel Varvat. 
who also was awarded the Croix de 
Guerre for distinguished bravery in 
World War I, a close associate of 
Mr. Delavigne in the business for 
many years. 

Throughout the industry, both 
abroad and in the United States, Mr. 
Delavigne was highly regarded for 
his sterling character, his kindly 
sense of humor and the spirit of 
friendship and helpfulness which was 
extended to all who came to him. 
He will be greatly missed by the in- 
dustry to which he contributed much. 


Alfred Sheffield Joins New 
England Collapsible Tube Co. 


Alfred C. Sheffield recently joined 
the sales staff of the New England 
Collapsible Tube Co. of New London, 
Conn. He will be located in the com- 
pany’s New York office, 500 Fifth 
Avenue. He is a son of W. Kyle 
Sheffield. vice president of the com- 
pany. 


BIMS Annual Dinner at Hotel 
Lafayette New York January 23 


The annual dinner of the BIMS of 
New York will be held at the Hotel 
Lafayette on the evening of Janu- 
ary 23. 


George Carroll Becomes 
Rubinstein Sales Manager 


George S. Carroll has been made 
sales manager of Helena Rubinstein, 
Inc., New York, N. Y., according to 
Oscar Kolin, vice-president in charge 
of sales. Mr. Carroll was formerly 
vice-president of Primrose House, 
and before that, sales manager of 
Tussy Cosmetiques. 
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A compendium of significant news and views 


Harold Hutchins says... 


GREETINGS, 1947! 


In accordance with my usual pro 
gram of an eve to the future, | here- 
by lay claim as the first party to be 
Knocked out by the “Sudden Death’ 
of the flourishing. 
industy. 


wartime cosmetic 
As we cross the threshold 
of a new vear. all | hear are cries 
of pain from people in all segments 
of the Gargantuan toilet goods field, 
which itself doing an un- 
dreamed of Christmas Holiday busi 
Frankly, the 
boys are seared stiff! The luxury tax 
items took a_ terrific 


many of my good cronies are now 


found 
ness. just a year ago. 
beating and 
sitting with inventories they never 
experienced since the war. One of 
these friends in the cosmetic business. 
who boasted of only a $2.000 inven 
lory a vear ago. savs he has over a 
$200.000 inventory today. And a 
lot of those customers who readily 
and gladly accepted his cooperative 
advertising early in the year wer 
actually giving him their Christmas 
orders then. It is not) surprising 
therefore. to note that Dun & Brad 
street reports that business failures. 
which practically disappeared during 
the war. are now greater than cor 
responding 1945  figures—and have 
been for the last two months. Fur 
ther. | hear that a manufacturer of 
Manila folders, which has little bear 
ing on the cosmetic business. has 
dropped over half of his styles. There 
just wasn’t stock to go 
around, so it meant curtailment and 
retrenchment—even in the Manila 
folder business. Now. Pm not one 
given to calamity hollering. but the 
reconversion period has left the cos 
metic 


enough 


industry in a mell of a hess 
and to report it otherwise would not 
represent good reporting. On the 
other hand, there is little fear that the 
industry won't get back on a profit 
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able peacetime basis. ‘This will ring 
the death knell for a lot of get-rich 
quick Wallingfords who never should 
have been in the business, anyway. 
Surely, the cosmetic field will pull 
itself out of the present post wat 
doldrums, just as all other industries 
are doing. In short. the wartime 
sales volumes of nightmarish propor 
lions are gone and we are returning 
loa peacetime era of prosperity for 
those who. by virtue of their right 
to be in the cosmetic business, have 
the “know-how” to weather the re 
As always, it will 
survival-of-the-fittest and we 
have plenty of the fit to put the in 
dustry back on its course. after the 


conversion pel iod. 
he a 


present period of readjustments has 
spent itself. The cosmetic business is 
here to stay and the tussle for the 
consumers dollar will be a private 
fight among experienced members of 
the clan not a free-for-all with those 
newcomers, who found a_ pot-of-gold 
at the end of the wartime rainbow. 


GOOD OMEN FOR 1947? 


Pointing to a noticeable reaction 
by the rank and file against strikes. 
and to the fact that labor leaders are 
being called to account for work 
recently prompted a 
spokesman for the National Associa 
tion of Credit Men to say that 1947 
portends a much better over-all labor 
management relationship. While la 
bor recognizes the benefits of union- 
ization, it is pointed out that the aver- 
age worker seems convinced that full 
work at fair pay is much more desir 
able than long weeks without pav- 
davs. during long strikes called by 
ambitious labor leaders. These opin- 
ions. expressed bv more and more of 
the men who pay the union dues, may 
have a beneficial effect in the months 
ahead. 


sloppages. 


MANY HAPPY RETURNS! 


\ careful check on the Christmas 
cards we received indicates there was 
not a single manufacturer who sent 
out Christmas cards bearing the mes- 
sage——*Manv Happy Returns for the 
Holiday Season.” It seems they have 
received enough returns of their own 
merchandise to trv and forget there 
ever was such a word as “returns.” 
If. however. vou are troubled with 
profit with 
the course decided by the brokers in 
the food industry who. likewise. are 
heing hit hard with cancellations. 
They decided VOT to accept any 
cancellations on contracts and, in- 


cancellations. vou may 


stead, are suggesting the shippers 
hold off till January gets well under 
wav and move the merchandise then. 
heavily 
stocked. banks are calling loans. and 
a fairly presentable 
vear-end statement. So. the seller 
delaved shipment 
stands a better chance than the gent 
who tried to ram it down the throat 
before December 31st. 


It seems customers are 


customers want 


who suggested 


One gets a 
cancellation he must fight in court 
and the other retains the sale and 
customer goodwill by 1947 shipping. 


LITERATI 


New books-—nay. multivolume di- 
vests of a single specialty in medicine 
are here and more are on the way, 
with printing-time and paper now a 
little easier. And to think, just a hun- 
dred years ago. when the late James 
Clarke White of Boston entered Med 
ical School. not one book on derma- 
tology. for example. had been made 
available to students in this country. 
\ compilation. by Noah Webster. of 
Cleveland and Cincinnati. was over- 
looked. or else had only loeal dis- 
tribution. The author died between 
editions. too. at the early age of 39. 
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) Distinguished Names 
ln The Perfume and Flavoring Industry 


DR. ALEXANDER KATZ & CO. 


Perfume and Flavoring 


Raw Materials of Quality 
MADE IN CALIFORNIA 
a 
PAMIR TIBET 


Supreme Perfume Base 


JADOUCEMENT 
Sweet Jasmine Base 
. 


Indispensable in Floral 
Compounds 
Samples on reauest 


Our Research Laboratory Is At Your Service 
DR ALEXANDER KATY, & (0) 1641-43 HOLLYWOOD BOULEVARD, LOS ANGELES 27, CALIF. 
° | e 948 HOWARD STREET, SAN FRANCISCO 3, CALIFORNIA 
ESSENTIAL AROMATICS CORP 
\ \ e 304 EAST 23rd STREET, NEW YORK 10, NEW YORK 


CHICAGO © DALLAS @¢ SAN FRANCISCO © SEATTLE © NEW ORLEANS 
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NEWS... Harold Hutchins Says -.- VIEWS 


WHAT PRICE COCOA? 

Despite the Atlantic Charter which, 
among other things, promised “ac- 
cess, on equal terms, to the trade 
and raw materials of the world,” the 
cocoa bean has joined tin, rubber, 
cotton and other commodities that 
England apparently is desirous of 
controlling nationally or internation- 
ally. Britain, the largest cocoa pro- 
ducer, recently served notice on 
United States, the largest cocoa con- 
sumer, that the absolute control on 
cocoa would be continued indefinite- 
ly. A White Paper from London told 
of plans for the production and sale 
of cocoa in Britain’s far-flung col- 
onies, which account for 60 per cent 
of the global out-put. This may mean 
high prices to the U. S. users of 
chocolate for years to come. 


TO EXPAND 
DR. JOHAN BJORKSTEN, owner 


of the Chicago laboratories bearing 
his name, announces the formation of 
a corporation, under the name of 
BJORKSTEN RESEARCH LABOR- 
ATORIES, for the purpose of further 
expanding the business. During 1946, 
about 80 per cent of their business 
was research assignments for corpo- 
rations, on a yearly contract basis; 
15 per cent on chemical markets sur- 
veys, and 5 per cent on miscellaneous 
surveys. Officers of the Corporation 
are: DR. JOHAN BJORKSTEN, pres- 
ident and treasurer, STUART O. 
FEIDLER, vice president, and A. 
CHARLES LAWRENCE, secretary. 


DEATH TO BUGS 
HERCULES POWDER CO. has 


announced a new insecticide toxicant. 
TOXAPHENE, which is a chlorinated 
camphene. Preliminary tests indicate 
it is fully as effective as DDT against 
certain insects and more effective 
against others. For the past 18 
months, it has been undergoing tests 
in more than 75 locations in the 
United States, under the name, HER- 
CULES SYNTHETIC 3956. At pres- 
ent, it is only available to qualified 
testing agencies for experimental use. 


LOW PRICES URGED 


Members of the VETERINARY 
Section of the PROPRIETARY SEC- 
TION. meeting last month at the 


Waldorf-Astoria. heard speakers urge 


widespread training of American 
druggists in animal health pharmacy 
and in merchandising of veterinary 
products. At the same time, it was 
predicted that shortages of veterinary 
products would be eased in 1947, 
while prices would hold the line. 
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Among the speakers were I. H. BAN- 
DER, a vice-president of McKesson & 
Robbins; DR. H. W. SAWYER, of 
the Dr. L. D. Le Gear Co.; and DR. 
\. M. FERGUSON, senior research 
chemist of Dr. Hess & Clark. An in- 
teresting fact, brought out by one of 
the speakers, was that pharmacists of 
America sell only $20 million of the 
$92 million worth of veterinary 
products sold annually. 


PACKAGING IMPORTANT 
ALVIN E. DODD, president of the 


American Management Association, 
foresaw a return to major emphasis 
in sales plans on the style and mate- 
rials of the package, when he recent- 
ly announced the Sixtieth Annual 
AMA Packaging Exposition spon- 
sored by the Association, to be held 
in Convention Hall, Philadelphia, 
April 8-11. The show, largest in its 
history, will occupy 80,000 square 
feet of space, with approximately 150 
exhibitors displaying machinery, 
equipment, supplies and services. An 
attendance of well over 10,000 is ex- 
pected from the trade. 


AFTER-THOUGHT 


Back to the recording of important 
people in cosmetology of yesterday 
and tomorrow. Is anybody ready to 
support a WHO’S WHO in ALL 


branches of cosmetology? 


LABOR PAINS 


When you go to the movies today 
and find old favorites being shown, 
remember that the current labor 
troubles out West mean re-issue of 


old films to fill the gap. 


GREATER SECURITY 


THE J. B. WILLIAMS CO. an- 
nounced on December 15 that the 
amount of Group Life Insurance pro- 
vided under their security program 
was being substantially increased. 
The expense of their entire security 
program, of which this life insurance 
is a part, is borne by the company. 
The greater financial security which 
this plan now affords should be most 
welcome to all employees. 


GOING UP! 


Present customers for Vanillin and 
Ethyl Vanillin were recently informed 
by FRITZSCHE BROTHERS, INC.. 
that suppliers had materially in- 
creased prices, effective January 2, 
1947, for contract customers and De- 
cember 3, 1946, for spot sales. Prices 
may be obtained by writing directly 
to them. This notice is not to be 
taken as an offering of these items. 
but simply a notification of prices 
prevailing. if and when available. 


PAGING RIPLEY 


Did you ever think that the formu- 
la for cold cream has come down to 
our time from Galen, the greatest 
physician, after Hippocrates? Galen 
lived from about 130 to 200 A.D. 
And did you know that mud baths 
have no skin value and may even 
prove damaging to it? Did you know 
that the texture of the hair varies 
almost as much as individual finger- 
nails? Did you know that expert dye- 
ing gives fine hair greater body? Did 
you know that a naturally oily skin 
will bear more scrubbing than a dry 
skin, since there is less danger of 
harmful removal of surface fats? Did 
you know that the frequent addition 
of common salt or sea salt to the bath 
is likely to inflame or chap the skin? 


GOOD-BY, MR. BUG! 


Many new names are appearing in 
the fields of insecticides and repel- 
lents. You will soon be reading and 
hearing more about TDE and Lethane 
384. A poison for eradicating do- 
mestic and wharf rats is also known 
—sodium fluoracetate. All of which 
prompts us to ask whether you ever 
considered how the street cleaners of 
New York acquired the name of 
“White Wings”? Well, it’s quite a 
story and includes naming names, 
such as Mayor Strong of New York. 
and William Lafayette Waring—a 
one-time major in the Garibaldi 
Guards, colonel of a regiment of Mis- 
souri Cavalry in the Civil War, and 
author of a book on Street-cleaning. 
Colonel Waring went to Cuba to 
clear Havana, was bitten by a yellow 
fever mosquito and died. For years, 
he had the great honor of having a 
cigar named for him. 


CAVEAT EMPTOR 


I bought a can of lemon concen- 
trate during the Holidays and was 
amazed to find out that all I needed 
to do was add 6 pounds of sugar to 
make a tasty, tangy drink. So, Ill 
have to go back to my old practice 
of confiscating hotel cubes, or else a 
“flu” remedy will be ash- 
canned. Speaking of sugar-shortages, 
have you heard of the plans to con- 
tinue the American people on a sugar 
shortage for years to come? Howard 
R. Tolley, formerly of the U. S. De- 
partment of Agriculture, now Direc- 
tor of the Division of Economics and 
Statistics of the Food and Agricul- 
ture Organization of the UN, plans 
to raise sugar consumption in other 
countries via a so-called famine re- 
lief program. Specifically, he pro- 
poses to depress the U. S. supply of 
sugar by 12 6/10 per cent under pre- 
war use, by 1950. 


good 
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VEEGUM' 


NOW AVAILABLE in DRY FORM 


The DRY form magnesium aluminum silicate 
gel will be known simply as VEEGUM. 

e 
The 5% aqueous dispersion is still available 
and will be known as VEEGUM GEL. 
a 
Either type excellent for Suspension, Stabili- 


PHOSPHORUS 
OXYCHLORIDE 
= 


PHOSPHORUS | — 
TRICHLORIDE 







zation and Dispersion problems. 
° 
New booklet of cosmetic formulations ready 







for distribution. 






*Reg. U.S. Pat. Off. 
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RIDGEFIELD, NEW JERSEY R. T. VANDERBILT CO., inc. 


83 Exchange Place, Providence, R. | 
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Specialties Dept. 
230 Park Avenue - New York 17, N. Y. 
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NEWS VIEWS 


Harold Hutchins Says 


ACQUIRES NEW FIRM 


PAISLEY PRODUCTS, INC. has 
purchased the LIGNOTITE CO., in- 
cluding all formulas, manufacturing 
processes, technical and customer re¢ 
ords and supplies. ‘The Lignotite Co. 
has been engaged in the manufacture 
of casein giues since 1LOLO, making 
them one of the oldest established 
manufacturers of glue of this type in 
the United States. The company also 
pioneered in the development of wood 
preservatives. This consolidation with 
the present Paisley series of synthetic 
resin and rubber emulsions. animal 
glues and dextrine products, will pro 
vide a well-rounded line for all in 
dustrial fabricating, gluing. combin 
ing and packaging operations. 


RECESSION EXPECTED 


Some recession from the 1946 all 
time high sales experienced by whole- 
sale druggists 
pected in 1947.” is the recent opinion 
of CHARLES C. CARUSO. president 
of the NATIONAL WHOLESALE 
DRUGGISTS’ ASSOCIATION. In a 
vear-end review and forecast. how 
ever, he reflected an optimistic note 
by declaring the drug industry has 
shown itself to be 
most other industries and. provided 


“would not be unex- 


more stable than 


the age-old law of supply and demand 
has a chance to operate without stop 
pages, it should go forward still in 


1947. 


FOR FREE! 


A Christmas bonus of more than 
$500,000 was distributed to house 
employees of WILLIAM R. WAR. 
NER & CO. and RICHARD HUD 
NUT. 


liberalized their pension plans and 


The two companies also have 


vacation systems. by giving a 2 per 
cent credit of each employee's salary 
for each year’s service. and granting 
one week’s vacation to those with the 
company for six months: two weeks 
for a vear’s service and three weeks 
for 10 years’ service. ELMER H. 
BOBST. president. stated that the 
companies are also providing life in 
surance, sick benefits and hospital 
and medical care. 


URGES INTEGRATION 


Business men plagued with a short 
age of materials might look to in- 
tegration as a possible solution. is the 
advice of B. R. ARMOUR. president 
of the HEYDEN CHEMICAL CORP.. 
who has been steadily moving toward 
integration of his company. In these 
days of industrial unrest. he believes 
that the production of as manv raw 
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materials as possible, within the com- 
pany, will clear up some of the sup- 
ply difficulties by not forcing a plant 
to close down whenever a major sup- 
plier has labor problems of his own. 
for example. two of the raw mate- 
rials most widely used by Heyden are 
now being produced within the com- 
pany, thus providing an_ illustration 
of the integration principle. 


NEW OFFICIALS 
SWINDELL BROTHERS. INC.. 


Baltimore. Marvland. has announced 
the election of JOSEPH B. SCOTI 
as vice-president of the company. He 
is also a member of the board of di- 
rectors. WALTER Ss. NUCKOLS. 
manager of the New York Sales Of- 
fice. was elected a director. 


NAYLOR TO VOLUPTE 


VOLUPTE, INC... compacts. and 
THE HERB FARM SHOP. LTD.. toi- 
letries. announce the reappointment 
of CATHERINE M. NAYLOR. as 
director of advertising and publicity. 
ifter an absence of a vear and a half. 
Recently she was with Doherty. Clif 
ford X Shenfield. New York advertis- 
ing agency. as beauty and fashion 
-tvlist. and previously with Monroe 


I’. Dreher. Inc.. as copy chief. 


COPRA CLIMBS 


As a result of the recent action by 
the United States government in can- 
celling an agreement with the Philip- 
pine Islands to purchase the entire 
copra production of the Islands at a 
fixed price. it is reported that the 
prices for copra have advanced sharp- 
ly. While the agreement was in ef- 
fect. the United States was paving 
$110.20 per ton landed at Pacific 
Coast ports. and $116.20 per ton 
New York. Since the cancellation. 
buvers have been obliged to bid much 
higher. 


ENCORE 


Some day. a bright historian will 
attempt a storv on the cosmetic giants 
of the past. What is being done NOW 
to make material available? Is ther 
anv central depository for pictures 
and biographies of our worthy great? 
This is a task that is worthwhile for 
some concern. group or association to 
undertake. 


SERVICES MERGED 


The placement services’ of the 
United States Employment Service 
for scientific and professional per 
sonnel have been augmented by mer- 
ver of the placement service of the 
National of Scientific and 
Professional Personnel with — the 
USES National Clearing House. 


Roster 





DCAT ELECTS 


The DRUG, CHEMICAL & AL- 
LIED TRADES SECTION of the 
New York Board of Trade has elected 
the following ofhcers for the next 
fiscal vear: Chairman. CARL M. 
BIGELOW, of the Caleo Division of 
the American Cyanamid Co.: Vice 
Chairman. FRED J. STOCK, of Chas. 
Pfizer & Co.: Treasurer. HUGH S. 
CROSSON, of McKesson & Robbins; 
Counsel. CARL M. ANDERSON. of 
Merck & Co., and Secretary (re- 


appointed), HELEN BOOTH. 


BROOKS BUYS de MARKOFF 


HERMAN L. BROOKS has _ pur- 
chased the ALEXANDRA de MARK- 
OFF Facial Preparations Co. and 
affiliated companies—Alexa Perfumes 
and Prince George Men's Line. The 
founder of the business. MARTIN de 
MARKOFF. will continue to assist 
in the packaging. designing and crea- 
tion of new products. The show room 
and offices will remain at 642 Fifth 
Avenue. The merchandising and 
promotional plans. in keeping with 
the high quality and attractive pres- 
entations of these products. will be 
announced at a later date. 


ATOMIC ENERGY 


\s the world is trying to find a 
way to devote atomic energy to the 
purposes of peace. Vonsanto Viaga- 
zine devotes its entire December issue 
to a digest on the political and eco- 
nomic aspects of the subject. in 
order to contribute to public infor- 
mation and thus help solve the prob- 
lem. Write to Monsanto Chemical 
ton St Mo.. for a gratis 


copy. 


Louis 1. 


ATTENTION, BRASS HATS! 


You executives will want to buy 
the new office desks. They include 
such fittings as radio. electric clock, 
dictating machine. electric refrigera- 
tor, safe. electric razor. inter-office 
communication. cigar lighter. sun- 
lamp outlet, liquor-bar shelf. cellar- 
ette. phone number index. two pens, 
and do you give up? 


BUYERS' MARKET 
Although the = smart 

started several years back to plan for 

a buyers’ market. there seems to be 


companies 


confusion. uncertainty and 
more difficulty than there was before 
the war. now that the buvers’ market 
is fast approaching. It’s fortunate 


more 


for those companies who were able 
to develop effective sales forces that 
hit the market hard and early. 
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BUSH AROMATICS 


INCORPORATED 


136 LIBERTY STREET 
NEW YORK CITY 


Cable address: ARROBUSH 
Telephone: WOrth 2-6557 
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Today, modern production methods make it 
possible to offer POWCO BRAND Puiver- 
ized Neutral Soap of the highest quality, 
standardized for air floated fineness, at an 
actual saving to you. 


We are not merely sellers of Neutral Soap. 
We furnish expert consultation and assis- 
tance on formula and manufacturing prob- 
lems. This has saved many thousands of 
dollars for our customers. Let us show you 
the safe way to cost economies and how you 
can safeguard against production troubles 
with POWCO BRAND Neutral Soap. 


Powcg 


REG.U.S, PAT. OFF, 


POWDERED NEUTRAL SOAP 


JOHN POWELL & Co., INC. 
One Park Avenue 
New York 16, N.Y. 
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NEWS... Harold Hutchins Says... Y!EWS 


MORE LANOLIN 


Plans for increasing production 
facilities at the Mamaroneck, N. Y., 
plant of ROBINSON WAGNER CO. 
have been announced by A. WAG- 
NER, president. When completed, 
the plant will have the largest capac- 
ity in this country for producing 
The company also is a large 
refiner and producer of neutral wool- 
grease, lanolic acids and esters and 


lanolin. 


other wool wax derivatives used in 
cosmetics and medicine. 


LEVER PROMOTIONS 

WALTER W. McKEE, vice-presi- 
dent in charge of sales of LEVER 
BROTHERS CO., recently announced 
eleven promotions in the company’s 
sales department, effective January 
first, as follows: JOHN UO. BROWN. 
ELL to general sales manager; RICH- 
ARD E. ANTHONY to general field 
manager of soaps and 
household = shortening; LEON L. 
HOPKINS to assistant general field 
sales manager: ROGER C. BAKER 
to sales administration manager; 
LOUIS H. MacLEOD to chain store 
and super market manager: JOHN H 


domestic 


APELER to Southern regional man- 
ager; THEODORE B. STEDMAN to 
Midwest regional manager; ELMIRO 
De BAGGIS to Western regional 
manager; NORMAN A. WITT to 
manager of the Detroit division; 
\. B. PETERSON to manager of the 
Kansas City division, and ROBER1 
O. SMITH to Atlanta division man- 
FRED PENNE will continue 


as Eastern regional sales manager, 


ager. 


LEAD ORDER REVOKED 

The CPA has revoked Order M-38. 
covering lead. This automatically re- 
moves the quota system under which 
manufacturers of collapsible tubes 
have been operating in past months. 


COTTON VS. COCOANUTS 
KE. D. WHITE, cotton expert of the 


Department of Agriculture, reports 
that this vear’s low-grade cotton sur- 
plus is being sent to Japan to be 
manufactured into textile which, in 
turn, is exchanged with the Nether- 
lands East Indies for cocoanut oil. 
The current shortage of fats and oils, 
he pointed out. made this barter plan 
necessary and it may be the means of 
increasing this country’s soap pro 
duction. 


NEW OFFICERS 


At the annual Christmas party of 
the ALLIED DRUG AND COS. 
METIC ASSOCIATION OF MICHI- 
GAN, held at the Book-Cadillac Ho- 
tel in Detroit, over 200 persons at- 
tended the president’s reception, the 
cocktail hour and dinner-dance that 
followed. Officers for 1947 were pre- 
sented and are as follows: President, 
STEWART COWELL; Vice-Presi- 
dent, JOHN K. STEVENSON; Sec- 
retary, A. S. BEDELL, and Trea- 
surer, L. R. FARNUM. 


TEXAS-BOUND 

G. CLIFFORD WADE, formerly 
buyer of proprietaries, cosmetics and 
toiletries at Meyer Brothers Drug 
Co., and more recently serving as 
general purchasing agent at Grove 
Laboratories, Inc., both located in 
St. Louis, has joined the staff of the 
SAN ANTONIO DRUG CO., San An- 
tonio. Texas, as sales and merchan- 
dise manager. Before leaving St. 
Louis, Wade was tendered a farewell 
party by members of the DRUG. 
CHEMICAL & ALLIED TRADES 
ASSOCIATION OF ST. LOUIS, of 
which he was one of the organizers, 
later serving as president and on the 
board of governors, 
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Use 


NORTHWESTERT) 
ETHYL BUTYRATE 


when this ester is called for in your formulae. 


For many years more than half of the Ethyl 


Butyrate sold in this country has been man- 


THE LARGEST 


MAKERS OF 


of our product. 


BUTYRIC 


ETHER IN 


ufactured by us — proof of the fine quality 


THE WORLD 


The NORTHWESTERN CHEMICAL CO. 


WAUWATOSA, WISCONSIN 


INCORPORATED 
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DCCSOUX «.. 


PURE, WHITE 
AND UNIFORM Raw Materials 


Essential Qils 


PPPLOPLOOL OCOD 


Natural and Aromatic 


for 


Parfamen * 
( iitialln + 


Soap « 


BECAUSE IT’S 


sunbleached 


Still using the same “old fashioned” methods 
proven successful for 95 years. 


That’s how long we've been bleaching bees- 
wax since we first began operations in Holland 


in 1852. 


Preference for high quality today is as strong 
as it was then. 


LAUTIER 
FILS 


INCORPORATED 


154-158 West 18th Street 
New York, N. Y. 


Grasse - Paris - London - Beyrouth 


Manufacturers of Quality Raw Materials 
For Perfumery For Over 100 Years 
* 


Sayville, L. I., N. Y. Phone: Sayville 400 


That’s why our customers would not think of 
letting us change production methods to gain 
“speed.” 


This same high quality extends through our 
entire line: 


U.S.P. Pure Sunbleached Beeswax 
U.S.P. Pure Yellow Refined Beeswax 
Ozokerite Ceresine 
Micro Crystalline Petroleum Waxes 
Special Wax Blends 
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NEWS Harold Hutchins Says VIEWS 


PERFUME EXPERT SPEAKS 
\ talk on “The Modernistic \p 


proach in the Art of Creating Per- 
fumes” was the subject of a talk given 
recently by ERNEST SHIFTAN, 
chief perfumer of van AMERINGEN. 
HAEBLER, at a meeting sponsored 
by the Delta Sigma Theta Fraternity 
of Columbia University’s College of 
Pharmacy. He discussed the con 
stant change encountered in the 
sources of raw materials of perfum 
ery. as well as the intricacies of col 
lecting and synthesizing the raw ma- 
terials, and the care given to the 
aromatic essentials and difliculties en 
countered in the search for a new 
perfume. A demonstration and dis 
play of the actual essential oils and 
their derivatives added 
terest to the lecture. It so happens 
that this writer recently spent a most 
interesting and enlightening after- 
noon at the offices of van Ameringen 
Haebler, as guest of ARNOLD van 
AMERINGEN, who had just returned 


from Paris. 


further in 


As only an expert could 
express it. he summed the matter of 
ood and bad perfumes up very sim- 


ply by saying that it is not a ques- 
tion of whether they are made in 
America. or whether they 
are made from aromatic chemicals 


) oa 
Paris ot 


or other materials. but depends on 
the knowledge. finesse and imagina 
tion that goes into the making of a 
In short. 
vood perfumes are not a matter of 


new and arresting blend. 


ingredients, but de- 
pend upon the skill of the blender. 
lo illustrate the point. I was escorted 
by S. FRIEND through a portion ot 
their laboratory and talked with 
ALBERT J. DILLINGER. one of the 
seven research artists. who was busy 
creating a new blend that already 
different 
at the time of my visit. but was not 


geography ol 


contained 37 ingredients. 
vet acceptable to the trained noses 
of these experts. 


NEW DU PONT MOVIE 


How the modern dye industry safe 
euards the man-made colors that 
beautify countless products is told in 
a new DU PONT motion picture. 
“Harnessing the Rainbow.” produced 
in color with sound. Running 2° 
minutes, the film is designed for sales 
training courses in department and 
specialty stores and for home eco 
nomics groups. 


OR. THWING DIES 

CHARLES BURTON THWING, 
Ph.D., pioneer in the field of pyrome- 
trv and president of the THWING- 
ALBERT INSTRUMENT CO., Phila- 
delphia manufacturers of scientific 
instruments. died last month, in his 
a graduate of 
University and the 


Sith year. He was 
Northwestern 
University of Bonn. Germany, and 
was active in the field of education, 
prior to entering business. Included 
in Dr. Thwing’s research was early 
work in the development of the elec- 
tric light and the wireless. He formu- 
lated Thwing’s Law on capacity. 


ATOMIC ONION 


\s result of a press conference 
held during the National Chemical 
Exposition in Chicago, when 
ARTHUR H. DOWNEY. technical 
director of MAGNUS, MABEE & 
REYNARD, prominent New York 
and Chicago essential oil house, told 
the newspaper boys about MM&R’s 
new onion with omnipotent oomph 
‘one pound has the flavoring equiva 
lent of 4000 pounds of ordinary 
onions), the newspaper headlines 
have been funny and punny. The 
latest being. “For Crying Out Loud. 
Now Its Atomic Onion!” 


OIL ORRIS ROOT LIQUID ABSOLUTE 
ORRIS CONCRETE 
ORRIS OLEORESIN (Resinoid) 


¢xperience demonstrates that none of the substitutes for Orris 
are wholly satisfactory in giving the characteristic Orris note. 
It is therefore fortunate that these well known Bush specialties 
are now readily available. 


W. J. BUSH & CO., Inc. 


ESSENTIAL OILS ... AROMATIC CHEMICALS .. . NATURAL FLORAL PRODUCTS 


11 EAST 38TH STREET, NEW YORK 16, N. Y. 


LINDEN, N. J. 


LONDON 
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NATIONAL CITY, CAL. 


MITCHAM 


WIDNES 
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NEWS Harold Hutchins Says --- VIEWS 


WORTHY CAUSE 

The “DECEMBER BALL,” spon- 
sored last month by MARY CHESS, 
and marking the opening of the 
newly-decorated grand ballroom of 
the Hotel Plaza, provided additional 
funds for aiding the musical instruc- 
tion of interested mentally and phys- 
ically disabled veterans, still in hos- 
pitals. 


PLASTICS RESEARCH 


MONSANTO CHEMICAL CO, has 
recently started construction of a new 
pilot plant to further plastics re- 
search, at Springfield, Mass. The new 
building will cost $175,000 and be 
completed in early Summer. 


HAS OWN OFFICE 


Announcement that the PACKAG- 
ING MACHINERY MANUFACTUR- 
ERS INSTITUTE has established its 
own independent office at 342 Madi- 
son Avenue, New York City. follow- 
ing its detachment from the Packag- 
ing Institute. was made last month 
by GEORGE W. von HOFE, presi- 
dent of the Packaging Machinery 
Manufacturers Institute. and also 


president of the NEW JERSEY MA- 
CHINE CORPORATION of Hobo- 
ken, N. J. The institute will hold a 
Spring meeting in Philadelphia next 
June, during the Packaging Exposi- 
tion. 


OPENS DETROIT BRANCH 


The old-established New York es- 
sential oil concern of FRITZSCHE 
BROTHERS, INC., has opened a new 
branch office at 1514 Dime Building, 
Detroit. Michigan, under the super- 


vision of T. FRED BAKER. The new ® 


office is expected to prov ide more 
convenient service to the entire state 


of Michigan. 


B-O 


Blondes don't smell sweeter than 
brunettes. nor do the latter have 
greater olifactory appeal — than 
blondes; according to studies by 
DR. I. W. GROTE and PEGGY 
WALKER, of the CHATTANOOGA 
MEDICINE CO.. which were recent- 
ly reported to the Scientific Section 
of the Proprietary Association, meet- 
ing at the Hotel Biltmore in New 
York. The fact is. both types are 
equally susceptible to bromidrosis, or 
development of unpleasant odors. 


A.C.C.L. OFFICERS 


The AMERICAN COUNCIL OF 
COMMERCIAL LABORATORIES, 
at its annual meeting held in Chicago, 
elected the following officers: Presi- 
dent, H. L. SHERMAN; Vice-Presi- 
dent. F. B. PORTER; Treasurer, 
G. J. ESSELEN; Secretary, B. L. 
OSER, and Executive Secretary, A. J. 
NYDICK. On the executive commit- 
tee are: R. R. BOWSER. R. W. 
TRUESDAIL. M. C. WYLIE and 
W. P. PUTNAM. 


ABOUT-FACE 


Turning the tables on the publica- 
which have been conducting 
~urveys of the perfume, cosmetic and 
beauty market for many vears. the 
December issue of the GIV {l D {N. 
/AN scrutinizes these surveys in an 
effort to determine their value to 
the industry. 


tions 


FOR YOUNG MEN 
McCORMICK & CO., INC., Balti- 


more. Md.. has been authorized by 
its stockholders to sell 4.000 shares of 
its unissued or treasury common 
stock to officers and employees of the 
corporation, particularly to the 
vounger executives and returned 
veterans. 


JEAN NIEL. INC. 


established in 1824 in Grasse. France 


importers of floral essences and essential oils 


basie perfume and flavor materials 


305 EAST FORTY-SEVENTH STREET 
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NEW YORK 17, N. Y. PLAZA 3-5974 
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NEWS Harold Hutchins Says... VIEWS 


BOTANICAL SHIFT 


\merican industry, plagued by the 
high cost. short supply and poor qual 
ity of imported botanicals, is learn 
ing to produce these crude drugs at 
home. informs DR. ‘THOMAS 
LEWIS. technical director of S. B. 
PENICK & CO., and DR. JOHN P. 
SNYDER. of SNYDER & SNYDER. 
Washington figures indicate that $33 
million worth of drugs, herbs. leaves 
and roots wére imported in 1945 to 
help supply the pharmaceutical. cos 
metic and food industries with basi 
ingredients. 


CASH AWARDS 


The INDUSTRIAL PACKAGING 
ENGINEERS ASSOCIATION © an 
nounces the organization of its First 
Annual “Protective Packaging Con 
test.” This first contest will be held 
in conjunction with the [LP.E.AJs 
Second Annual Industrial Packaging 
and Materials Handling Exposition 
scheduled for April 29 through May 
1. 1947. at Chieago’s Hotel Sherman. 
There will be three cash awards in 
the contest. The first being a blue 





ribbon and $100, the second a red 
ribbon and $50, and the third a 
white ribbon and $25. The Associa- 
tion's address is Room 7J5, 20 West 
Jackson Boulevard, Chicago 4, IIL. 


JOINS EXPORT FIRM 
HELENE HARTMAN has been 


appointed manager of cosmetics, toi 
letries and the perfumery division of 
the export firm of INTERCON- 
PINENTAL DISTRIBUTORS, INC, 
according to an announcement by 
LOUIS C. BRESSON, executive vice- 
president of the company. 
Export 

Club and was formerly connected 
with HELENA RUBINSTEIN, as ex 


port manager. 


She is a 


member of the Managers’ 


NEW "PARIS SALON" 


Los Angeles now holds a new and 
glamorous link in a chain of fabulous 
COTY perfume salons reaching half 
way around the world from Paris to 
the Pacific West 


Coast society women. celebrities and 


Coast. Leading 
Hollywood screen stars. together with 
GROVER A. WHALEN. and acting 
Mavor. ORVILLE CALDWELL, at- 
tended the recent opening of the new 
COTY “Paris Salon.” located at 3150 
Wilshire Boulevard. 
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FIFTH 


Jasmin de Provence 


Fleurs d’Oranger de Provence 
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BENJ. FRENCH, INC. 


ESSENTIAL OILS 





AGENTS FOR: DESCOLLONGES FRERES, Lyons, FRANcE 


Lilac Isoflor B. 












NEW YORK 


CHANGES NAM= 


Effective January 1, the name of 
VENDOME SALES CORP. was 
changed to RIMMEL, INC. This com- 
pany, of which L. E. LISNER is pres- 
ident. is the sole distributor in the 
United States and Canada for SO- 


CIETE ANONYME E. RIMMEL, 
parfumeurs. Paris, France, since 
1834. There is no change in the 


management or personnel of the com- 
pany. Rimmel Cosmetique is again 
imported from France and 
many of Rimmel parfums and other 
preparations will also be imported. 


being 


ACQUIRES BUILDING 
LENTHERIC. INC.. international 


perfume and cosmetic firm, has leased 
the seven-story building at 673 Fifth 
Avenue for a term of 21 years, with 
the option to renew for another 21 
years and to replace the building. if 
desired. The Lentheric Salon. now 
in the Savoy Plaza Hotel, will occupy 
the first and second floors of the new 
building. with the remaining floors 
eoing to their wholesale showrooms, 
advertising and sales departments. 
This new development marks another 
step in the recent evolution of the 
53rd Street and Fifth Avenue area 
as a smart fashion center. 








AROMATIC CHEMICALS 


Lilac No. 58 
Orris D. F. 
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Sealed-Disc”’ Filters — al 


> for dependable, 


F > uniform clarity VAN 


and brilliance. 


sCHAACK 


NN 
| ——_oOoO 


Alpha Amylcinnamic Aldehyde 
You can simplify your problem of getting a per- 
fectly clean and brilliant product. free from all for- Benzaldehyde N.F. 
eign particles and cloudiness by using an Alsop 
“Sealed-Disc” Filter. Benzyl Acetate FFC 
The benefit of our 25 years’ experience in the fil- 
tration of thousands of different liquids is yours for Benzyl Benzoate FFC 
the asking; we are also prepared to make filtration 
iests on samples of your products. With the right Benzylidineacetone 
filter, you can keep your production time and cost in 
line, even when your products require the utmost in Cinnamic Aldehyde N.F. VII 
filtration perfection. 
One of the eight different grades of asbestos filter Heptylidineacetone 
discs available for use in the “Sealed-Disc’”’ Filter, is 
sure to give your product the required degree of fine- Methyl Benzoate 
ness of filtration constantly. This is one of the out- 
standing features of the Alsop “Sealed-Disc” Filter. 


Data on “Sealed-Disc” Filters will be sent imme- 


diately on request. YOUR INQUIRIES rN ¥ PT ee 


cS VAN SCHAACK CHEMICAL WORKS, INC. 
SS 3430 Henderson St. Chicago 18 
es «= Manufacturers of organic chemicals since 1915 
ENGINEERING CORPORATION 
Filters: Filter Discs ¢ Sheets-Mixers-Agitators AANA 
SAARLAND ———— 
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NEWS... Harold Hutchins Says - -- Y!EWS 


KAY DAUMIT SOLD 
KAY DAUMIT CO., maker of 


Lustre-Creme Shampoo and _hair 
dressing, last month became the prop- 
erty of COLGATE-PALMOLIVE- 
PEET, who took over the Daumit staff 
and offices in Chicago. 


STERLING DIVIDEND 

The Board of Directors of STER- 
LING DRUG, INC., recently declared 
a regular quarterly dividend of 871% 
cents per share on the 31% per cent 
preferred stock, which was payable 
January 2, 1947, to stockholders of 
record December 16, 1946. 


TWO-FACED 


A new two-faced. plastic mirror. 
fitted with a hook that goes around 
the neck and permits both hands to 
be free when applying make-up. has 
just been announced by _ the 
CRYSTAL FALLS PRODUCTS CO. 
The lightweight unit is molded of 
Lustron. styrene product of Mon- 
santo Chemical Co.’s Plastic Division. 


NEW SCHIAPARELLI HOME 


The bombed-out mansion of a 
wealthy family at Bois Colombe. 
Paris suburb, has been taken over bv 


Lavender 


PARFUMS SCHIAPARELLI, to be 
used as a modern laboratory. The 
old house has been remodeled to in- 
clude spacious offices, a rest room 


and a cafeteria for employees. 


WILDROOT HONORED 


For being “the most musically- 
progressive sponsor in radio,’ Metro- 
nome Magazine presented a special 
award to the WILDROOT CO., spon- 
sor of “King Kole Trio Time,” on a 
recent Saturday evening program. 


PURELY PERSONAL 

HINZE AMBROSIA celebrates its 
Fiftieth Anniversary this year. It 
is reported to have been named by 
Empress Eugenie back in 1897, at 
which time it was made by a fine 
French chemist. 


NORMAN GREER, who won his 
cosmetic spurs during his 13 years 
with the St. Leuis Globe-Democrat, 
is making his presence felt at Ameri- 
can Weekly. His motto is “Never call 
on a customer unless you can help 
him.” 


CHAS. PFIZER has purchased a 
former submarine shipyard in Con- 
necticut, costing nearly one million 
dollars, as a future factory site. 


Musk 


TOM DELAHANTY, - associate 
Chief of the drug & chemical divi- 
sion of the Department of Commerce 
is the author of an interesting article 
“World Knows and Wants U. 5S. 
Toilet Preparations,” appearing in 
the December 14th issue of the 
Foreign Commerce Weekly. Its 
worth your reading. 


WILLIAM J. AUSTIN, purchas- 
ing agent, and FRANK W. HOYT, 
sales representative of the St. Louis 
area of the Naval Stores Department, 
both retired from the Hercules 
Powder Co., January 1. 


WALTON D. LYNCH has been 
elected president of the National 
Folding Box Co., which corporation 
recently approved the acquisition of 
the new Connecticut corporation of 
the same name. Capitalization has 
been increased from $3,000,000 to 
$5,000,000. 


THOMAS A. GOSNER has been 
named director of personnel and 
public-relations of Lever Brothers Co. 


DR. CHARLES ALLEN THOMAS, 
vice president and technical director 
of Monsanto Chemical Co., has been 
elected president of the American 
Chemical Society. 


Xylol 
Musk 
Musk 


Ketone 


Ambrette 


Ylang Ylang 
Neroli 


Your inquiry is invited 


¢ FOR 
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RENE FORSTER COMPANY, INC. 


Aromatic Chemicals and Essential Oils 


— 
— 
—— 
= 
_—— 
= 
=—— 
=— 
=—— 
=— 
= 
— 


<=> 


PAN 


404 Fourth Avenue 
Phone Murray Hill 5-0250 


New York 16, N. Y. 
Cable Address 'Renfoils” New York 


> 
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In this case, well over a century of repu- 
tation for high standards of excellence in 
Natural and Aromatic ‘Materials avd Special 
Creations for Manufacturers of Perfumes 
Cosmetics and Soaps. 

Skill and resource, born or long and close 
association with Tombarel Freres, of Grasse, 
France, are at your command here, to produce 
new, interesting and individual creations. 


We are sole American Representatives of 
Tombarel Freres and their Absolute 
Supreme Flower Essence . . . . Surfine 


Essential Orls Resinoids, et¢ 


Call on us for € x pert help with your pe rfume problem: 


PRODUCTS CORPORATION 
L. J. ZOLLINGER, PRESIDENT 
12 EAST 22nd STREET, NEW YORK 10 


CHICAGO—A. C. DRURY & CO., INC. 
219 EAST NORTH WATER STREET 
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WILL & BAUMER CANDLE CO., INC. 
Serer t mene) 


Buckley Road, Syracuse, New York 


ete ttt Red Oil 
Composition Waxes 


bITa ore Spermaceti 
Nitta eae Hydistear 
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NEWS Harold Hutchins Says VIEWS 


FRANK R. BRODSKY has been 
appointed director of advertising for 
the Pepsodent Division of 
Brothers Co. 


Lever 


SAM A. LEVY has been made dis 
trict sales manager of the Kathleen 
Mary Quinlan Southwest and Middle 
territory. He was formerly with 
Helena Rubinstein. Elizabeth Arden 
and Delettrez. Other appointmenis 
include FRANK McMANN as dis- 
trict sales manager of the Eastern 
territory, and the appointment of 
NATE WILSON as. district 


manager of the West Coast territory. 


sales 


PAUL R. MEINCKE has been ap- 
pointed by Mary Chess to contact the 
trade from Denver West. making his 
headquarters in Los Angeles. He 
was previously with Schiaparelli and 
Elizabeth Arden. Other Mary Chess 
appointments include JACK SUL 
LIVAN. formerly with Frances 
Denny, who will cover the Mid-West: 
EDWARD LIST, formerly — with 
Strawbridge & Clothier. who will 
cover the area from Wilmington to 
the southernmost end of Florida: 


WILLIAM SCLATER will cover the 
South, going as far West as Dallas; 
BILL CROOKS, formerly with 
Charles of the Ritz. will handle Penn 
sylvania and New Jersey, and 
VICTOR SALAZAR, formerly with 
Lentheric. takes over the 
created Mary Chess export depart- 


newly 


ment. 


CHARLES SIMMONS. with Prim- 
rose House for several years as gen 
eral field manager. has been named 
sales manager. 


MADAME ELSO SCHIAPARELLI 
announces that all advertising of her 
perfumes and related products will 
be handled by the advertising agency 


of ROBERT W. ORR. 


NATIONAL BEAUTY AND 
BARBER MANUFACTURER'S AS.- 
SOCIATION recently voted member- 
ship to Gulley & Boll; Sure-Shot 
Laboratories: Zuni Co.: Bonder 
Glass & Closure Co.: Marlee Sales 
Co., and Musto Brothers. 


ESTHER D. SIGAL has been ap- 
pointed to the new post of advertising 
and public relations manager of the 
Virginia Dare Extract Co. She was 
formerly associated with Pepsi-Cola 
Co. 


EDWARD W. MAHONEY © is 
named field sales manager of La 
RUBY GOLD becomes as- 
sistant sales manager. and VERA 
GROVES and DORIS PYKETT are 


named traveling supervisors. 


JACK D. O'CONNOR, formerly 
with Vick Chemical Co., 
Plus Division. is named manager of 
the chain store division of Chen Yu, 
Ine. 


MILTON J. LEVY has been named 
vice president and general manager 
of the Herb Farm Shop Ltd., a divi- 
sion of Volupte, Inc. He was 


formerly with Parfums Corday and 
Kathleen Mary Quinlan. 


Cross: 


\ itamins 


HOWARD kK. RICHMOND, 
formerly with Bloomingdale Bros. 
has been named advertising director 
of Elizabeth Arden. 

BASIL L. EMERY 
president of Chesebrough Co. 

c. K. BROW N becomes the sales 
manager of R. L. Watkins. 

STANLEY PARK, of Tangee, is 
the new president of the Foragers of 
America. the country’s oldest and 


most exclusive group in the cosmetic 


field. 


is now a vice 


Announcement 


@ Effective January 1, 1947, Standard Alcohol Company 


was merged with the Chemical Products Department 


of Stanco Distributors, Inc., to form a new organization 


known as the Enjay Company, Inc., a subsidiary of 


Standard Oil Company (New Jersey). 


@ Therefore, PETROHOL and other related synthetic chemicals 
derived from petroleum that have been marketed 


by Standard Alcohol Company will henceforth be handled by 


Enjay Company, Inc., through the same personnel. 


ENJAY COMPANY, Inc. 


(Formerly Standard Alcohol Company) 


“The Original Synthetic Solvent Manufacturers” 


26 BROADWAY 
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AROMATIC PRODUCTS 


#* Shen 
O the Whonth an 


= | Foucere #20 


@ A striking fragrance that will symbolize 
elegance and freshness in your Lotions and 


commelic comlaine?r Toilet Waters ($10.00 per pound). 
m 


| = ff | 
| | Your attention is also directed to these three 


| 


Ae 


exquisite aromatic products... 


CARNATION +40 
EMERALD #27 
than a Kart Vora tox. | ROSE ORIENTALE 


GERANIOL .. . For the Compounder of 
Odors for Soaps or Perfumes, we offer a 
superior product with a lasting quality and 


oll perfume value. 
oy pase” ” 
fiche ae " : ' : 
Wire, ‘phone or write... 
Nn 
on * | 
no? 


Try us for quality, price, delivery, service. In addi- 
tion to being direct importers, we also compound 


various standard and special items. Try us! 


EDWARD REMUS & Co. Inc. 


11 WEST 42nd STREET © NEW YORK 18, N. Y. 
Cable Address: EDSUMER, NEW YORK 


\WARE STREET —-209 S. STATE STREET 
CITY (6), MO.. CHICAGO, ILL. 
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NEWS... Harold Hutchins Says... VIEWS 


HELEN ALLEN, photogenic vice 
president of Parfums Corday, re- 
cently entered her pedigreed pooch 
in a Washington dog show. along 
with Capitol celebrities, for the bene- 
fit of a worthy charity. 

JEANE CUPIT 
pointed — special 


Vita Ray. 
ALBERT F. GUITERAS of Foster 


D. Snell, Inc., has been elected presi- 
dent of the New York Professional 
Chapter of Alpha Chi Sigma. 


has been 
representativ e 


ap- 
for 


PAUL GEDEN is appointed Rev- 
lon’s assistant advertising manager in 
charge of administration and detail, 
which should help lighten the heavy 
burden that HELEN COLBY has been 


shouldering in the past. 


“TED” RAYNER, new divisional 
manager at Filene’s, will be the re- 
cipient of a testimonial dinner on 
January 29th at the Parker House. 


HAROLD C. MARTINS has been 
appointed display director for Len- 
theric, Inc., New York. N. Y. He 


will have charge of planning all 


GI TIAIT 


WE GIVE YOU 


YOUR 


Lentheric display activities in depart- 
ment store and drug store fields, and 
coordinating displays with the sales, 
advertising and promotion programs. 


HARRIS WHITAKER, of Roberi 
Piguet, is back lunching at the Stork 
Club, after a lengthy Paris sojourn. 


JACQUELINE COCHRAN, head 
of her own cosmetic firm and an ex- 
cellent speaker, can draw more big 
names than any other orator in the 


cosmetic field. 


MARY BROWN, publicity direc- 
tor of Primrose House, is fast becom- 
ing known as the Elsa Maxwell of the 
cosmetic industry, because of the en 
joyable parties she hostesses. 


MONA MANET, beauty editor of 
American Druggist, is a noted au- 
thority on theatrical make-up and is 
in constant demand by Broadway 
producers. 


JEAN COXE, vice president of 
Prince Matchabelli, has retired to 
private life. 

JOE KEHO, president of Dorothy 
Gray, was voted the most democratic 
of the cosmetic industry’s brass hats, 
by a group of the boys who should 
know. 


rereyatTsé 


Exactly What You Wik! 


LABEL 


HAROLD HUTCHINS’ “Drug & 
Cosmetic Newsletter,” 34 West 46th 
Street, New York City, is the most- 
discussed publication in the industry. 
(And that’s a “plug.” Son!) A sam- 
ple copy may be had for the asking. 


RUDOLPH STORFER is made 


vice president of Parfums Corday. 


SHIRLEY COOK, the cosmetic in- 
dustry’s most gifted writer, returns 
from a Florida holiday to assume her 
new duties as publicity director of 
John Frederics. 

ST. LOUIS TOILETRIES CLUB 
holds its 1947 Show 
Hotel, August 24-27th. 


STEVE MAYHAM, the “work- 


horse” of the toilet goods industry, 


at the Lennox 


does more things for more people 
than anyone else and, as always, re- 
ceives less credit. His is a BIG job! 


REVLON has three new shades 
“Quiet Pink,” “Certainly Red” and 
“Natural.” 

MELVIN RIVARD, vice president 
and general manager of Lorr Labora- 
tories, has announced the opening of 
a new plant on the West Coast to fa- 
cilitate the distribution of Milkmaid 
and Dura-Gloss products. 


IV IASI 


LABEL 
Yee 


Nobody knows better than you just what kind of Cosmetics LOTIONS 


PERFUMES 
FACE POWDERS 
TOILET WATERS 
CREAMS 

ETC. 


you want. And we make it our business to give you exactly what 
you want! We are thoroughly experienced in every phase of 
the Cosmetic field. This experience is applied to your special 
problems to produce the finest Cosmetics. They are protected 
by Product Liability insurance. Yes, our products—and that 


means your products—never vary from the BEST! 


PRIVAT-E 
JLVAIUd 


) ome 
13aV171 


N Lo; ° 


21 IRVING PL. NEW YORK 3 
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FOR OVER FORTY YEARS 
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METAL - EMBOSSED 
ENGRAVED 
DIE STAMPING FOR BOXMAKERS 


hich of These.. 
Interest YOU? 


Perfume Oils 
Aromatic Compounds 
Finished Solutions 
Fine Duplications 


Original, Artistic 
F. ragrances 


If you are interested in any of 
the above for your soaps, cos- 
metics, perfumes, colognes, or 
toilet waters, it will pay you to 

investigate.Write today to... 


AROMATICS DIVISION 





Fine Chemical Co. 


156 E. 42nd St. NEW YORK 17 









Founded 1854 


FEZANDIE & SPERRLE, Inc. 
205 Fulton Street, New York City 
HIGHEST STANDARD 


Colors and Dyes for Cosmetics, such as 








LIPSTICKS PERFUMES 
ROUGES LOTIONS 
FACE POWDERS SHAMPOOS 
MASCARA CREAMS 
SOAPS Etc. 


° 


Your inquiries are invited 
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JOHN HORN 835-839 TENTH AVE., NEW YORK 19, N.Y. 










EMBOSSING 


Cable Address | 
HORNLABELS NEW YORK | 


DIE STAMPING 
Telephone: 
COLUMBUS 5-5600 


ENGRAVING 








aU ay 
you can’t go wrong, if you 


Cree ae MU TL 
from" Drury in Chicago. 


A.C.DRURY & CO., Inc.,CHICAGO,ILL. 


@PURE WHITE 
@ EXTRA QUALITY 
© ABSOLUTELY PURE 


© ABOVE U.S.P. STAND- 
ARDS 


@ Samples wiil gladly be sent 
on reques!—ar no obligation 





Serving The Trade for 95 Years 


THEODOR LEONHARD WAX CO., ING. 
HALEDON, PATERSON NEW JERSEY 


Western Distributor: A. C. Drury & Co,, 219 E. North Water S:., Chicago, tll 
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MARKET REPORT 


Increase in the Production of Glycerm Due 


EVELOPMENT of a test for 


nella, Ceylon, which is said to detect petroleum frac- 


adulterants in oil citro- 


tions in quantities exceeding one-fourth of one per cent 
was uncovered here before a meeting of the Scientiiie Sec- 
tion of the Essential Oil Association. A spokesman for the 
association stated that it is hoped the new test will be 
accepted as standard, both nationally and internationally. 
The past month brought about a slight reduction in the 
price of citronella but the article is still regarded as too 
high for the soap trade. Offerings of various commodities 
for shipment from Java lifted hopes here of obtaining re- 
placements of Java citronella oil from which synthetic men- 
thol is made. 

Although trade in essential oils and aromatic chemicals 
fell off with the approach of the Christmas holiday season, 
The 


changes in many instances were downward as the import 


a great many price developments were recorded. 


situation continued to display gradual improvement. Despite 
the sharp reduction in oil patchouli to $50 per pound, the 
article is still considerably above normal in price. Arrival 
of a few drums of cananga from the Dutch East Indies 
failed to have the slightest affect upon the local market 
since the oil has been exceedingly searce for the past four 
vears. 

Among the seed and spice oils, nutmeg and mace moved 
higher because of the limited amounts available for im- 
mediate delivery. Cassia continued to display a soft tone 
and anise hit a new low level since shipments were resumed 
from China. All types of cinnamon oil remained scarce 
and buyer interest was somewhat retarded because of the 
curtailed supply. Clove oil failed to show any change. 


AROMATIC CHEMICALS POSITION TIGHT 


Continued high costs of those oils that go into aromatic 
chemicals, and the exceedingly tight supply position of 
several basic coaltar products because of the loss in pro- 
duction during the recent coal strike are among the factors 
which contribute to a generally strong outlook in the aro- 
matic group. 

Methyl anthranilate which enjoys a wide demand as a 
flavoring material turned decidedly firmer as a principal 
manufacturer was forced to withdraw from the market. 
Some houses have been able to restore prices on methy! 
naphthyl ketone because of a slightly improved supply 
situation. While ionones have been appearing on the 
market more freely, they are commanding better prices be- 
cause of higher raw material costs. As an example, alpha 
ionone was moved up to $9.80 per pound in some direc- 
tions. while beta ionone was quoted up to $13.35 per 
pound, Prices on ethyl ethers were moved up 5 cents per 
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pound in keeping with higher alcohol costs. The trend in 
citral was upward. 

Although the acute supply situation in caustic soda is 
expected to present a problem to producers, it is hoped that 
hecause of the improved position in fats, it will be possible 
to produce more glycerin in January than in the past sev- 
eral months. The production of crude glycerin (100 per 
cent basis) declined 50.000 pounds in October from the 
September total of 11,782,000 pounds. There was a sharp 
reduction in stocks in October, the total on hand being 
reported at 43.465.000 pounds in contrast to $5,795,000 


pounds at the end of September. 


COPRA PRICES ADVANCED SHARPLY 

Stearic acid and red oil were strong and active. Pioduc- 
tion of stearic acid is reported sold ahead for many months 
and the article is readily being taken against former or- 
ders. Approximately 1,000 tons of palm oil arrived here 
from Marshall, a West African port. Normally this ar- 
rival would be considered a substantial cargo but it can 
only be regarded as a small lot in the face of the current 
need for fats estimated at the rate of two billion pounds a 
year. Considerable quantities of crude coconut oi! were 
in demand for prompt and nearby shipment. Copra prices 
were moved up sharply following the action of the United 
States government in cancelling the agreement with the 
Philippine government to purchase the production at a 
fixed price. While the agreement was in force the price 
of copra was $112.00 a ton, c.i.f.. Pacific coast and $116.20 
per ton, Atlantic coast ports. Following the cancellation 
of the agreement prices soared to $190 to $195 a ton. c.i.f., 
Atlantic ports and $180 to $185 per ton. c.i.f.. Pacific 
coast. 

Among the sundries and drugs, prices on magnesium 
Makers of petrola- 
the back 


carbonate and oxide were advanced. 
tum have made progress in clearing up some of 
orders on hand. 

Included in the second lot of Japanese chemicals to 
arrive here in recent months was a total of 478 cases of 
The material has been sold to 
regular importers and dealers here through the U. S. Com- 
mercial Co., at an average price of $6.64 per pound. To 


refined menthol crystals. 


this latter figure extra charges and a moderate premium 
must be added when it is sold to consumers. The spot 
market on menthol has been gradually working lower how- 
ever in the face of increasing arrivals from the Far East 
and late advices from Japan indicating that one of the 
largest producers there has been producing menthol since 
September having succeeded in reconstructing its plant 
which had been destroyed in the war. 
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Remember 
This 
Label 


FABRIQUE ve MATIERES PREMIERES 


POUR LA PARFUMERIE 
S=_— 
ESSENCE SURFINE 


PATCHOULY 
IMITATION non C. M. 


CRESP MARTINENQ 


of Grasse, France 
Established 1782 
presents 


Patchouly Imitation CM is used to replace, Wholly or 
in part, Oil of Patchouly Natural which is now almost 
commercially obtainable, or when obtainable at a pro- 
hibitive price, 


AND NOW 


Patchouly Imitation CM for SOAP at the unusual price 
of $5.40 per |b. 


Write for Sample 


J. Hilary Herchelroth 


369 Third Avenue 
New York 16, N. Y. 


In Cuba: Lainz y Cia Aguiar 613-615 Havana 
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AL RO 
i 


STABLE IN SOLUTION 


Recommended for liquid 
soaps and shampoos. 


This new organic sequestering agent— 


1. Enhances foaming in soft water. 


2. Prevents lime soap precipitation in hard 
. water. 


3. Improves rinsing properties. 
4. Clarifies shampoos to which it is added. 


. Often eliminates the necessity for filtra- 
. tion. 


. Remains stable in aqueous solution. 
Does not cloud or precipitate even after 


long standing. 


For full information write for 
descriptive bulletin. 


ALROSE 
CHEMICAL CO. 


Manufacturing and Research Chemists 


PROVIDENCE 1, RHODE ISLAND 


Wetting Agents ¢ Emulsifiers ¢ Penetrapts 

Foamers ¢ Dispersants * Quaternary Ammo- 

nium Compounds ¢ Textile Chemicals ¢ Metal 
Finishes °¢ Specialties 
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PRICES IN THE NEW YORhK MARKET 


CTT 


(Quotations on these pages are those made by local dealers, but are subject to revision without notice) 
ESSENTIAL OILS 


Almond Bit, per Ib. 
FFPA 
Sweet True 
Apricot Kernel 
Amber, rectified 
Angelica Root 
Anise, U. S. P. 
Imitation a 
Aspic (spike) Span. 
Avocado 
aioe a 
Bergamot 
Artificial 
Birch, sweet 
Birchtar, crude 
Birchtar, rectified 
Bois de Rose 
Cade, U. S. P. 
Cajeput .. 
Calamus 
Camphor "white'’ dom. 
Cananga, native 
Rectified 
Caraway 
Cardamon 
Cassia, rectified, U.S. P. 
Imitation ; 
Cedar leaf 
U. S. P. 
Cedar wood 
Celery 
Chamomile Roman 
Cinnamon bark oil 


3.50@ 4.00 
450@ 5.25 
115@ 1.50 
70@ = =-«.75 
2.25 Nom'l 
120.00@ 185.00 
1.15@ 1.40 
1.75@ 2.10 
2.50@ 2.75 
1.35@ 1.40 
1.35@ 1.60 
4.75@ 5.25 
3.35@ 6.00 
2.50@ 7.25 
5.50 Nom'l 
Nominal 
5.35@ 5.75 
90@ 1.20 
2.50 Nom'l 
20.00@ 22.00 
40@ 1.00 
9.25@ 10.00 
11.00@ 11.85 
6.00@ 6.25 
25.59@ 26.00 
3.25@ 3.60 
3.75@ 
1.10@ 1.25 
2.65@ 3.00 
1.20@ 1.50 
17.50@ 18.50 
250.00@ 
32.50@ 41.00 


Citronella, Ceylon 
Java type 

Cloves, Zanzibar 

Coriander 
Imitation 

Croton 

Cumin 

Dillseed 

Erigeron 

Eucalyptus 

Fennel, Sweet 


Geranium, Rose, Algerian... 


. 17.00@ 20.00 


Bourbor 
Turkish 
Ginger 
Guaiac (Wood) 
Hemlock , 
Substitute 
Juniper Berry 


Juniper Wood, imitation. . 


Laurel 
Lavandin 
Lavender, French 
Lemon, Calif. 
Italian 
Lemongrass 
Limes, distilled 
Expressed 
Linaloe 
Lovage 
Marjoram 
Neroli, Bigarde P. 
Petale, extra 


Olibanum 


2.00@ 2.75 
5.25@ 5.75 
150@ 1.60 
19.50@ 21.00 
12.00@ 14.00 
4.75@ 5.00 
9.00@ 11.00 
7.00 Nom'l 
2.25@ 5.00 
1.25@ 1.40 
3.75@ 4.50 
17.50@ 19.00 


9.00@ 9.75 
10.50@ 12.00 
2.80@ 3.00 
2.65@ 3.34 
55@ 60 
6.50@ 9.50 
70@ 85 
5.00 Nom'l 
4.50@ 5.10 
12.00@ 17.00 
3.25@ 
3.75@ 4.00 
4.25@ 4.75 
6.00@ 7.00 
13.00@ 13.75 
5.75@ 4.00 
95.00 Nom'l 
6.75@ 7.50 


-350.00@390.00 


265.00@309.00 
19.50@ 12.00 





GERARD J. DANCO, INC. 


3 EAST 44th STREET . 


TELEPHONE: VANDERBILT 6-098! 


Opopanax 


Orange, bitter .. os 


Brazilian 
Calif., exp. 


Orris Root, abs. ( 


Artificial 


ee 


Pennyroyal, Amer. 


European ... 


Peppermint, natural 


Redistilled 
Petitgrain 
Pimento Berry 
Pinus Sylvestris 
Pumillonis 


Rose, Bulgaria (oz.) 


Synthetic, Ib. 


Rosemary, Spanish . 


RP soi et ees 


Sage, Clary . 


Sandalwood, N. F. . 
Sassafras, artificial 
Ocotea Cymbarum 


Snake root 
Spearmint 
Thyme, red 
White 
Valarian 
Vetivert, Java 
Bourbon 
Wintergreen 
Wormseed 


Ylang Ylang, Manila . 


Bourbon 


(Continued on 


NEW YORK 17, N. Y. 


CABLE ADDRESS: CODAN, N. Y. 


FINE ESSENTIAL AND FLORAL OILS 
AROMATIC CHEMIGALS 
MUSK—CIVET—AMBERGRIS 


PAYAN & BERTRAND, S.A. 


EXCLUSIVE AGENTS IN THE UNITED STATES AND CANADA FOR 


° GRASSE, FRANCE 


DIRECT CONNECTION WITH THE BELGIAN CONGO SINCE 1893 
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“QUALITY MERCHANDISE GUARANTEED BY REPUTATION” 


30.00@ 38.00 
3.50@ 3.95 
1.70@ 2.00 
1.80@ 2.00 


. 135.00@ 
. 36.00@ 40.00 


3.35@ 3.75 
4.00@ 4.10 

8.00@8.35 

8.60@8.85 
3.80@ 4.00 
7.00@ 7.60 
4.25@ 5.00 
4.25@ 4.75 
42.00@ 46.00 


. 50.00@ 55.00 


1.60@ 1.75 
2.65@ 3.25 


_.. 20.00@ 22.00 
- 18.00@ 20.00 


95@ 1.00 

95@ 1.00 
27.00@ 29.00 
14.00@ 14.50 
2.85@ 3.25 
3.00@ 3.25 
70.00@ 75.00 
50.00 Nom'l 
35.00@ 40.00 
3.65@ 12.00 
6.75@ 7.10 
38.00 Nom'l 
9.00@ 16.00 
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——— Manufacturers of 


CHOLESTEROL ABSORPTION BASES 


* AMERCHOL * for PHARMACEUTICAL and COSMETIC preparations 


Our Amerchol Absorption Bases possess in- We also manufacture— 
herent emollient and absorption properties be- 
7 ‘ Phe nee Cholesterol C. P. 


cause of their high free Cholesterol content. 


e Facilitate the penetration and absorption of 
incorporated therapeutic agents. Emulsifiers 

@ Recommended for ease of emulsification. a 
Absorb unusually large amounts of water. Ointment Bases 
Form pure white water-in-oil emulsions, com- 


Industrial Penetrants 


AMERCHOL products are manufactured 

from specially processed cholesterol and 

other sterols. 

© Will not oxidize, nor turn rancid. Unaf- 
fected by electrolytes. 

e@ Retain their properties at extreme tem- 
peratures. 


pletely stable under widely varied conditions. Softening and Dispersing jmend ee 
re for neutral, acid a i ; 


Form elegant products of rich texture and 
consistency. Agents 


ointments, lotions. 


American Cholesterol Products, Inc., Milltown, N. J. © Sales Office: 40 Exchange PI., N. Y. C. 5 


Instant delivery — right 
from stock on most items. 


© Metal Foils 


® Fancy's 
® Embossed 


ite for sample sheet 
and books — no charge 


or obligation 
LANOVA SPECIALTY AND BOX PAPERS 


LACHMAN NOVASEL PAPER CO. 


« Ne - Or 4.642 


Just Received— 


from CZECHOSLOVAKIA 
CRYSTAL PERFUME BOTTLES 


Diamond cut ground glass stop- 
pers, cut edges, hand polished. 
Actual photographs upon re- 
quest. One-fourth to one ounce. 
Private molds if desired. 


ALBERT R. BENNETT, IMPORTER = 


THE FINEST LIPSTICK FOR YOUR OWN LABEL 


NOW OBTAINABLE 


Our research laboratories have developed 
a Lipstick of chemical stability, utilizing our 
Hydrolytic Process, possessing the following 
characteristics: 


Superlatively smooth 

Creamy satiny texture 

34% increased indelibility 

Applies easily under varied climatic conditions 
Will not sweat or crumble 

Non-greasy—will not cake—does not feel heavy 
Perfect color dispersion with superb brilliance 
Texture and undertone remain constant in day- 
light as well as artificial light 


Field tests have substantiated this Lipstick 
to be the finest modern science has created 


Write for Samples Today 


FLEETWOOD LABORATORIES, INC. 


8 East Prospect Avenue, Mount Vernon, N. Y. 


We manufacture a complete line of scientifically created cos- 
metics, under private label. Clients protected with Products 
Liability Insurance. 


CONSOLIDATED 
Established 1858 FRUIT JAR CO. 


NEW BRUNSWICK, NEW JERSEY 





1036 N. Dearborn St. Chicago 10, Illinois | J SHEET METAL GOODS : CORK TOPS : SPRINKLER TOPS : DOSE CAPS | 
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(Continued from page 91!) 
TERPENELESS OILS 


16.00@ 18.00 
65.00 Nomi'l 
26.00@ 28.00 
40.00@ 45.00 
85.00@100.00 
58.00@ 60.00 
95.00@! 30.90 
14.00@ 14.50 
6.50@ 8.00 
15.00@ 16.09 


DERIVATIVES AND CHEMICALS 


Acetaldehyde 50% 1.90@ 2.75 
Acetaphenone 1.65@ 1.80 
Alcohol C 8 4.25@ 
Cc 9 14.00@ 
C 10 4.25@ 
Cc il 11.50 
C 12 4.25@ 
Aldehyde C 8 12.00@ 18.00 
c 9 27.00@ 30.00 
Cc 10 7.00@ 10.00 
Cll 22.00 Nom'l 
C 12 23.50@ 28.00 
C 14 (so called) 7.50@ 9.00 
C 16 (so called) 7.65@ 8.25 
Amyl Acetate 55@  .75 
Amyl Butyrate 1.00@ 1.10 
Amy! Cinnamate 450@ 5.80 
Amyl Cinnamate Aldehyde 2.35@ 2.80 
Amyl Formate 1.50 Nom'l 
Amyl Phenyl Acetate 3.50@ 3.75 
Amy! Salicylate 80@ 1.00 
Amyl Valerate 2.75 Nom'! 
Anethol 1.50@ 2.00 
Anisic Aldehyde 3.25@ 3.80 
Benzoprenone 1.15@ 1.30 
Benzyl Acetate 55@ 45 


Benzyl Alcohol 
Benzyl Benzoate 
Benzyl Butyrate 
Benzyl Cinnamate 5.25@ 6.10 
Benzyl Formate 3.50@ 3.75 
Benzyl-lso-eugenol 9.50 Nom'l 
Benzylidenacetone 2.10@ 3.05 
Borneol 1.80 Nom'| 
Bornyl Acctate 2.25 Nom'l 
Bromstyrol 6.00@ 6.50 
Butyl Acetate ANA@ 19% 
Cinnamic Alcohol 3.00@ 3.60 
Cinnamic Aldehyde 95@ 1.10 
Cinnamyl Acetate 8.75@ 10.00 
Cinnamyl Butyrate 12.00@ 14.00 
Cinnamyl Formate 10.00@ 13.00 
Citral, C. P. 8.00@ 8.75 
Citronellol 6.50@ 6.85 
Citronellyl Acetate 8.60 Nom'l 
Coumarin 3.00@ 3.50 
Cuminic Aldehyde 7.75@ 10.00 
Diethylphthalate 30 Nom'l 
Dimethyl Anthranilate 455@ 5.00 
Ethyl Acetate 35 Nom'l 
Ethyl Anthranilate 5.50@ 7.00 
Ethyl Benzoate 15@ 1.00 
Ethyl Butyrate 15@  .90 
Ethyl Cinnamate 3.60@ 3.80 
Ethyl Formate 80 Nom'l 
Ethyl Propionate 80 Nom'l 
Ethyl Salicylate 90@ 1.00 
Ethyl Vanillin 6.75@ 6.80 
Eucalyptol 3.50@ 3.80 
Eugenol 2.85@ 3.35 
Geraniol, dom. 6.25 Nom'l 
Geranyl Acetate 5.10@ 12.50 
Geranyl Butyrate 8.50 Nom'l 
Geranyl Formate 13.40 Nom'l 
Heliotropin, dom. 3.75@ 4.00 
Hydrotropic Aldehyde 7.25@ 7.75 
Hydroxycitronellal 17.50@ 21.50 


75@ 1.90 
1.05@ 1.20 
2.00@ 2.25 


Indol, C. P. 

lso-borneol 

lso-butyl Acetate 

lso-butyl Benzoate 

lso-butyl Salicylate 

lso-eugenol 

lso-safrol 

Linalool 

Linalyl Acetate 90%, 

Linalyl Anthranilate 

Linalyl Benzoate 

Linalyl Formate 

Menthol 

Methyl Acetophenone 

Methyl Anthranilate 

Methyl Cellulose, f.o.b., ship- 
ping point 

Methyl Cinnamate 

Methyl Eugenol 

Methyl Heptenone 

Methyl Heptine Carbonate 

Methyl Iso-eugenol 

Methyl Octine Carbonate 

Methyl Paracresol 

Methyl Phenylacetate 3.00@ 4.10 

Methyl Salicylate 37@ _~—s«.38 

Musk Ambrette 4.25 Nom'l 

Ketone 4.35 Nom' 

Xylene 1.50@ 
Neroline (ethyl ether) 2.00@ 2.70 
Paracresol Acetate 2.55@ 3.00 
Paracresol Methyl Ether 2.60@ 2.85 
Paracresol Phenyl-acetate 6.00@ 7.25 
Phenylacetaldehyde 50% 2.75@ 

100% 4.40@ 
Phenylacetic Acid 2.00@ 2.25 
Phenylethyl Acetate 2.25@ 3.10 
Phenylethy!l Alcohol 2.80@ 3.00 
Phenylethyl Anthranilate 16.00@ 


(Continued on page 95) 


20.00@ 23.00 
1.00@ 
1.25@ 
1.50@ 
2.70@ 
3.85@ 
1.50@ 
7.35@ 7. 
7.75@ 8.50 
15.00@ 
10.50@ 
13.00@ 15.00 
7.50@ 8.00 
1.50@ 1.80 
2.25@ 2.40 


Bergamot 
Grapefruit 
Lavender 
Lemon 
Lime, ex. 
Distilled 
Orange sweet 
Peppermint 
Petitgrain 
Spearmint 


60 Nom'l 
2.50@ 3.50 
4.00@ 6.25 
3.50 Nom'! 
45.00@ 60.00 
5.85@ 10.00 
24.00@ 30.00 

2.50 Nom'! 


Nom'| 


PLYM 


UTH WAXES 
CREAMS 


PLYMOUTH Sun-bleached White Beeswax U.S. P. 


This is guaranteed to be a 100% Pure Beeswax and 


CT 


This Spermaceti should not be confused with interior 


hydrogenated sperm oils which are sometimes offered 
as Spermaceti The Plymouth Brand is the finest 
which can be produced and is produced from Gen- 
uine Sperm Oil by the cold pressing method. It is 
a very white crystalline wax containing no free oil 
has a very low lodine number and is free of any 
offensive odors 


sun-bleached It is refined by the centrifugal method 
which removes all and every trace of foreign matter: 
We will gladly send samples 


PLYMOUTH White Cirine Wax 


A special grade of White Ceresin Wax prepared tor 
the cosmetic trade Absolutely white and odorless. It 


has a melting point corresponding to that of Beeswax 
so that in using it in connection with Beeswax in 
cream any “lumpiness’ is avoided 
produce a very glossy cream 


PLYMOUTH Ozokerites 


Its use will also 
We offer two grades One is the highest quality 


obtainable, 76°-78°C melting point and the other 
grade lower in price and of lower melting point 
66°-68° C. Both are guaranteed 100% Pure Bleached 
Ozokerites. 


We offer all grades of the U S.P fully-refined Paraf- 
fin Waxes. 


A COMPLETE LINE OF COSMETIC RAW MATERIALS 


M. W. PARSONS 


and PLYMOUTH ORGANIC LABORATORIES, Inc. 
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CYCLONOL 


CHARACTERISTIC ODOR and 
COOLING EFFECT OF MENTHOL 


Cyclonol is chemically 1-methyl-3-dimethyl-cyclohexanol- 
(5). Graphically the structural formula is given in Fig. 
1. It may be considered a lower homologue of sym- 
metric or meta Menthol which has the structural formula 
shown in Fig. 2. 


CHa H 


Tol 
H 
/ 
¢ 
\ 
C 


CH H 


ie 
H2C CH» HeoC CHo 
HO - HC C= (CH3)2 HO*HC | 
= (CH3)2 


CHe CH2 H 

FIG. 1 FIG 2 
Cyclonol replaces Menthol satisfactorily in shaving 
creams and lotions, liniments, analgesic balms, ointments 
and similar preparations. It has also been accepted by 


the U. S. Treasury Department as a Denaturant for 
alcohol in place of Menthol U.S.P. 


W. J. BUSH & CO., INC. 


LICENSED DISTRIBUTORS 
11 EAST 38th ST. NEW YORK 16, N. Y. 


.»». LAST WORD IN ''ON THE PACKAGE” 
PRINTING SENDS HELENA RUBINSTEIN'S 
“HEAVEN SENT" OUT INTO THE WORLD 
SELF-ASSURED AND LOVELY IN ITS 
PERFECTION. 


SILK SCREEN PRINTERS TO THE COSMETIC FIELD 


CREATIVE PRINTMAKERS, INC. 


0 VARICK ST. NEW YORK 14, N.Y. > WAlker 5-6300 
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MODERN 


UNIFORM 


Manvtecturers o 
COLLAPSIBLE 
TUBES since 
lee8 = 


TURNER WHITE METAL CO., Inc. . . . New Brunswick, N. J 


have you tried 
BASE °93” 


An acid emulsifier for non-rotting 
antiperspirant creams containing 
aluminum sulfate. 


Write today for working samples 


and formulas. 


CONTINENTAL 
CHEMICAL COMPANY 


2640 Harding Ave. Detroit 14, Mich. 
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Phenylethy!l Butyrate 3.65@ 4.00 
Phenylethyl Propionate 3.45@ 3.90 
Phenyl Valerianate . 17.50 Nom'l 
Phenylpropyl Acetate 5.50@ 5.70 
Santalyl Acetate 20.00@ 22.50 
Scatol C. P. (oz.) 5.35@ 46.00 
Styrolyl Acetate 3.00 Nom'l 
Vanillin (clove oil) 4.50@ 4.65 
(guaiacol) 3.00@ 3.05 
Lignin 3.00@ 3.05 
Vetivert Acetate 75.00@ 
Violet Ketone Alpha 18.00 Nom'l 
Beta 15.00 Nom'l 
Methyl 6.50 Nom'l 
Yara Yara (methyl ester) 2.00@ 3.10 
BEANS 
Tonka Beans Surinam 85@ .95 
Angostura 1.70@ 1.80 
Vanilla Beans 
Mexican, whole 11.50@ 12.50 
Mexican, cut 10.50@ 
Bourbon 8.50@ 9.50 
Tahati 4.50@ 5.00 
SUNDRIES AND DRUGS 
Acetone 08@ .II'/ 
Almond meal 25@ 35 
Ambergris, ounce 10.00@ 12.00 
Balsam, Copaiba 1.25@ 1.30 
Peru ‘ 1.20@ 1.30 
Beeswax bleached, pure 
U. S. P. 68@ 70 
Yellow, refined 40@ .62 
Bismuth, subnitrate 2.00@ 2.13 
Borax, crystals, carlot ton 55.50@ 58.00 
Boric Acid, U. S. P., cwt. 6.95@ 7.55 
Calamine 18@ = .20 
Calcium, phosphate . 08@ .0834 


lo Bas »* 5) See 
a es 


Phosphate, tri-basic 
Camphor, domestic 
Castoreum, Canada 
Cetyl, Alcohol 
Chalk, precip. 


Cherry Laurel Water, jug, gal 


Citric Acid 

Civet, ounce 

Clay, colloidal 

Cocoa, Butter, lump 

Cyclohexanol (Hexalin) 

Fuller's Earth, ton 

Glycerin, C. P. 

Gum Arabic, white 
Amber 
Powdered, U.S.P. 

Gum Benzoin, Siam 
Sumatra 

Gum Galbanum 

Gum Myrrh 

Henna, pwd. 

Kaolin 

Labdanum 

Lanolin, hydrous 
Anhydrous 

Magnesium, carbonate 
Stearate 

Musk, ounce 

Olibanum, tears 
Siftings ... 


Orange Flower Water, gal... 


Orris Root, Italian 
Paraffin 

Peroxide 7 
Petrolatum, white 
Quince Seed 

Rice Starch 

Rose Leaves, red 
Rose Water, gal. 
Rosin, M. per cwt. 


made of solid brass, polished to a permanent lustrous finish 
that cannot be matched by anything on the market today. 


In addition to an exceptionally wide range of outstanding 
Closures, which are always on hand for immediate delivery, 


RICHFORD stands ready to develop and produce unusual 


Capstyles exclusively for your line. 


& Essential Oil Review 





09@ = .10 
1@ .% 
12.00@ 15.90 
1.80@ 2.85 
.03',A@ .06!/2 
2.60@ 3.10 
21@ = .24 
13.00@ 20.00 
07@ 15 
25',@ .27 
30@ = .50 
15.00@ 33.00 
55\4@ 55%, 
29@ 32 
135%4@ .14'/A 
AMA@ .2I 
5.00 Nom'l 
1.40@ 1.55 
1.25@ 1.50 
48@ = «.50 
35@ «40 
05@ _ =.07 
5.00@ 7.00 
.25@  .26 
.28@ 29 
AN@ 1244 
50@ = «52 
45.00@ 50.00 
.26@ ~ .35 
. AWA@ «14 
1.75@ 2.25 
24@ ~~ 30 
06@ .09 
. LW@ 1.75 
. .06'/44@ .08!5 
1.50@ 1.75 
10 Nom’! 
3.45@ 4.00 
6.50@ 8.00 
9.05@ 


Salicylic Acid 35@N .40 
Saponin . L.75@ 2.00 
Silicate, 40°, drums, works, 

100 pounds 80@ 1.20 
Soap, neutral, white 20@ «25 
Sodium Carb. 

58°, light, 100 pounds 153@ 2.35 

Hydroxide, 76% solid, 100 

pounds 2.90@ 3.75. 
Spermaceti 54@ 55|/2 
Stearate Zinc 48@ «50 

Styrax 1.20@ 1.35 
Tartaric Acid 54'2@ 55 
Tragacanth, No. | 3.85@ 4.50 
Triethanolamine AWA@ 20/4 
Violet Flowers ; 2.00 Nom'l 
Zine Oxide, U. S. P. bbls. A2ZA@ «14 

OILS AND FATS 
Castor No. |, tanks cana aaa 
Cocoanut, Ceylon type, c.i.f., 

tanks reer . 91/2 Nom'h 
Corn, crude, Midwest, mill, 

tanks F .27',@ 

Corn Oil, distilled, drums Nominal 
Cotton, crude, Southeast, 

tanks .27@ 
Grease, white . 21%@ 

Lard ..... 21973 Nom'h 
Lard Oil, common, No. | 

bbls. ; Nominal 

Palm Niger, drums .0865 Nom'l 


Peanut, blchd., tanks i 1521 
Red Oil, distilled, drums 


Stearic Acid 


Triple Pressed 

Double Pressed 
Tallow, acidless, 
Tallow, N. ¥. C., extra 
Whale oil, refined 


. _ FINE CLOSURES 


RICHFORD is Headquarters for those fine Closures that lend crowning distinction to your bottles and jars. 
This picture gives you some idea of the versatility of Capstyle Design by RICHFORD Craftsmen. 


RICHFORD CORPORATION 


221 Fourth Ave., New York 3, N. Y. 


Represented in: ST. LOUIS KANSAS CITY CHICAGO LOS ANGELES PITTSBURGH CINCINNATI 


HEADQUARTERS 




























































































































































































































Nom't 
293%4@ .32'/4 


. 3644@ 
33',@ 


Nominal 


21%4@ 
» Ze 
































barrels. . 

















Nom'! 



















for 


Each Closure is 











Cable ''Richford, N. Y."’ 
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| ntroducing F | G B L 0 5 5 0 M 5 
a new personality ay 


soft, pleasing, lasting 





AS A PERFUME AS A FLAVOR 


Like breezes from the scented Revives the harem delicacies 





hg groves of Classical Greece of Imperial Turkey 


s ber pound . . Trial ounce $3.50 


F. M U RAT COMPAN Y 75 Fifth Ave., New York 3, N. Y. Al. 4-8414 


. ¢ 
or Dis linctive 
a 
Glass a tainers 


sel your caps fo Bonglaco 








We are principals acting in our own 
behalf willing to 


PAY YOU A hb 
IMMEDIATE 
i] For ASSETS or CAPITAL STOCK of . .. 


(| * INDUSTRIAL PLANTS 
*MFG. DIVISIONS or UNITS 


All transactions held in strictest confidence. Personnel 
retained wherever possible. 


ADDRESS: Box 1218, 147 West 42 St., New York 18, N. Y. 


containers and closures of every description for 


he cosmetic, drug, chemical and food trades. 
Direct factory representatives. 


BONDER GLASS & CLOSURE CO. 
58-62 Clay St., Brooklyn 22, N. Y. 
Evergreen 9-3624-5 
Stock on hand—Prompt Deliveries—Attractive Prices 





"ACO C OCR AER SESE REESE EESEEDESEREUSSSOSSESUROSSESSUSEESRSRSSESSSERSESSCERDESESSESSSERSESERESSESEEEREEEET 





Send remittance with your order. Foreign postage extra 


. $ 
¢ ¢ 
e , Y b) 
+ WE CAN SUPPLY the FOLLOWING BOOKS =; 
e \ 
e American Soap Makers Guide (Meerbott & Stanis National Formulary. VIII 7.50 e 
@ laus $7.50 Non-Intoxicants (Nowak) 6.00 4 
“ Chemica] Formulary (Bennett) Vol. VI 7.00 Perfumes. Cosmetics & Soaps (Poucher) Vol. 1 8.00 e 
< Chemistry and Manufacture of Cosmetics (de Perfumes, Cosmetics & Soaps ( Poucher) Vol. I 8.00 ¢ 
4 Navarre 8.00 Perfumes, Cosmetics & Soaps (Poucher) Vol. III 7.00 y 
e Commercial Methods of Analysis (Snell & Biffen) 6.50 Practical Flavoring Extract Maker (Kessler) water ‘ 
4 Condensed Chemical Dictionary 12.00 damaged . 200 G 
8 Cinciaatken: Oi Mla: Sai Sadia ies étheie 3.00 siasnrerrengy a haleniasagis ms osmetics (Durvelle) 12.00 Ny 
. Developing Marketable Products & Their Packagings ' a > Pescion 05 Genny Cathars: Sr eeemee 6.00 ¢ 
(@ i ; : ane Rogers’ Manual of Industrial Chemistry 17.00 (a 
. Drug & Specialty Formulas (Belanger) 6.00 Science and Art of Perfumery (Sagarin) 3.00 N 
¢ Emulsion tee maemey, Theoretical & Applied. A " Skin Diseases, Nutrition & Metabolism (Urbach) 12.00 @ 
. oo ond over ed Rinne 6.90 Soap in Industry (Leffingwell & Lesser) 4.00 5 
& antes i ae sod ao 1.00 an + eee ; . = : S 
@ Sts ciaes: iii’ 3.00 Technique des Produits de Beaute (Jonquieres) . 5.00 4 
, The Law of Foods, Drugs & Cosmetics (Toulmin) ; 

g Glycerin (Leffingwell & Lesser) 5.00 One large volume, 1460 pages 17.50 y 
’) Hackh’s Chemical Dictionary. 3rd rev. ed. 8.50 Henley’s ‘Twentieth Century Book of Recipes, 6 
How to Make and Use a Small Chemical Laboratory Formulas and Processes 4.00 @ 
(Raymond Francis Yates) 1.00 U. S. Dispensatory XXIII 15.00 e) 

4 

\ 


ROBBINS PUBLICATIONS BOOK SERVICE 
9 E. 38th St... New York 16. N. Y. 


Iw 


oe 
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* 9-059 PPPS ODDS OOO S 


DISTINCTIVE COLOR PRINTING FOR THE TOILET GOODS INDUSTRY 





& 
¢ > 
#@.. DESIGNING-BOX WRAPS-LABELS - 50 EAST 19'™ ST. NEW YORK 3, N.Y. @ 
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ATTENTION-PERFUMERS 
DELAY NO LONGER! 


Write today for Adjust Your Formulae By Using Our 
quotations and samples of SUBSTITUTES of PROVEN MERIT 
Hydroxy Citronellal 


fine LANOLINS Geraniol 


Citronellol 
Rhodinol 


ABSORPTION ¢) avanssz 
Other Replacements For Aromatic Chemicals, 
B A S E S Essential, and Flower Oils 


and ; 


Interesting booklets on SOAP and COSMETIC PERFUMES 
Lanolin and Absorption INDUSTRIAL ODOR MASKS 


Bases offered free. Sam- 


Samples on Request 


SEELEY & CO., INC. 


WRITE, PHONE OR CABLE DEPT. SA 136 Liberty St. - New York 6, N. Y. 


THE LANAETEX PRODUCTS, INC. 
151-157 Third Avenue Elizabeth |, N. J. 


ples supplied on request. 


Factories & Warehouses 
Farmingdale, L. I., N. Y. Nyack, N. Y. 
Los Angeles, Calif. 


Telephone: Elizabeth 2-7568—Cable: LANAETEX 





OUTSTANDING EXCELLENCE 


. That accounts for the popularity of 
Interstate Colors. 
No matter what your color requirements 
are, consult us. Our expert advice will 
prove of great value to you. 


CHLOROPHYLL e SAPONINE 


INTERSTATE COLOR CO.» 
K 


3 BEEKMAN STREET, NEW YOR 
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PROFESSIONAL SERVICE 


FIFTH AVENUE 
PROTECTIVE ASSOCIATION 


142 Lexington Ave. Our Own Building 
New York 16, N. Y. 


41 Years of "RESULT PRODUCING" Service 
Proves Our Worth. The "TRADES" Recognized 
CREDIT and COLLECTION AGENCY. 





GEORGE 


W. PEGG Ph. 

Consultant 

Cosmetics—Drugs—industrial Alcohol—Flavoring* Extracts 
Labeling—Advertising—Formulas 

152 W. 42nd St., N. Y. 18, N. Y. Tel.: Wisconsin 7-3066 


Washington address: 2121 Virginia Ave. N.W., 
Washington 7, D.C., ¢/o Dr. George W. Hoover 


Cc. 





F iLLinG—labeling—packaging service for liquids, powders and 
pastes. Complete manufacturing plant and warehouse. Send for 
quotation and prices. We buy and sell surplus chemicals of every 
description. Interested in bottles, jars and caps in all shapes and 
styles, large or small lots. 


VAN PELL CHEMICAL & SUPPLY CORP. 


48 East Ist Street GR. 5-3670 New York City 


J. HENDRIK HUTTEN, PH.D. 


Consulting Cosmetologist 


Specializing in: Cold Permanent Waving Processes 
Quality Cream Shampoos 


11 Jefferson Ave., Arlington, N. J. Kearny 2-1290 


LETTER WRITING IN BUSINESS 
By W. H. Conant. 323 pages 


A new, much-needed book. Gives 
letters. Aliso deals with style, 


basic elements for effective 
vocabulary, the fine points that 
create superior letters. All classifications of business letters il- 
lustrated with 300 live, actual examples . . . $3.00 postpaid. 


ROBBINS PUBLICATIONS BOOK SERVICE, 9 E. 28th St., New York 16 


CONSOLIDATED OFFERS 


i—Stokes “O'’ Tablet Machine, %4”. 

i—=5 Sweetiand Filter, 20 copper ieaves 

3—World or Ermoid Semi-automatic Labeling Machines. 

5—Dry Powder Mixers, up to 2500 Ibs. 

5—Dry Powder Mixers, up to 2500 Ibs. 
20—Aluminum, Copper, Glass Lined, jacketed and agitated Kettles 
2—Colton =3 Toggle Presses. 

3—Stokes Steam Water Stills, 5, 10, 25 gal. per hour. 

2—60 gal. Aluminum Steam Jacketed Kettles. 

i—80 gal. Aluminum Steam Jacketed Kettle. 

5—Stokes ‘‘R’’ single punch Tablet Machines make 2'/2” dia. tablet. 
4—Colton No. 54% single punch Tablet Machines. 


Only a partial listing. Send us your inquiries. 


We buy and sell from a Single Item to a Complete Plant 


CONSOLIDATED PRODUCTS CO., inc 


14-15 Park Row, New York, N.Y. Shops: 335 Doremus Ave., Newark, N. J 


Se 
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| Pumps; 
| equipment. 


| York. 1, N.Y. 


CLASSIFIED ADVERTISEMENTS 


Rates, per line, per insertion: Business Opportunities, $1.00; Situations 


Wanted and Help Wanted, 50c. Please send check with copy. 


BUSINESS OPPORTUNITY 


SURPLUS WANTED. We WILL BUY: Raw materials, finished 


products, bottles, jars, caps, machinery, equipment, Entire plants. 


‘ Write Just Liquidators, Inc., 129 Pearl Street, New York 5, N. Y. 


W ANTED: 2—Dry Powder Mixers; 2—Pony Mixers; 2—Tablet 
Machines; 1—Filler; 3—Kettles; 2—Filling Machines. No dealers. 
Write Box 2353, The American Perfumer and Essential Oil Review. 


PROVEN PLANT PROCESSES for Synthetic Aromatic Chemicals 
for perfume and flavor trades. Complete line of perfume formulae. 
Inquiries invited. Write Box 2673, The American Perfumer. 


BROKERS WANTED—by manufacturer distilled Florida orange oil 
& terpeneless orange oil. State territories. Details. Bartland Fruit 
Corp., 530 10th Ave., NY-18. 


PARIS FRENCH old established firm offers essential oils lux per- 
fumes careful formulation and compounding. Write Lucienne 
MERIE, 56 Fg. St. Honoré, Paris, France. 

BOTTLES—100,000 3 oz. Doric Oval ¢ 
Immediate Delivery. Write or Wire D. 5. 
Avenue, Minneapolis, Minnesota. 

FOR SALE:' One Million METAL LIPSTICK CONTAINERS. 
Filled and unfilled. Mir-I-Ben Lipstick Laboratories, 10 E. 25th 
St., Minneapolis, Minn. 


osmetic Bottles available. 
\nderson, 1004 Marquette 


FOR SALE: 2—Alsop Sealed Disc Filters: 2—Stokes and Smith 
Auger Type Powder Fillers; Karl Kiefer Visco Type Piston Filler: 
20—Stokes. Single and Rotary Tablet Machine, from 4%” to 242”; 
10-12” Belt Conveyors, 10’ to 50’: 9—New 1000 and 2000 lb. Powder 
Mixers: 5—Stainless Steel Kettles, 60, 80. 100, 150, 300 gal.; 10— 
Stainless Steel Tanks, 100 to 1500 gal.; Powder and Liquid Filling 
Machines: Burt. World, National Can and Bottle Labelers; Filters; 
Complete bulletin on request. We buy your surplus 
BRILL EQUIPMENT CO 


etc. 


MAKE FIRST YOUR FIRST SOURCE OF SUPPLY IN 1947, 
25 COMMINUTING MACHINES 
Fitzpatrick, model “D.” 

7 COPPER COATING PANS 
12” diameter, pulley driven. 

1 LABORATORY AUTOCLAVE 
Stainless Steel, 2 gallon, 9” x 9” 
pounds. 

1 STERILIZERS or RETORTS 
6’ x 14, 15 lbs. 

FILTER PRESSES 
Shriver and Sperry, 7” 
FILLING EQUIPMENT 
For Dry Materials, Juices, Liquids, and Viscous Materials. 
DRYERS 
Buffalo 
others. 
GLASS LINED EQUIPMENT 
1 Pfaudler Glass Lined, 
Cooker: 300 gallon. 
1 Glass Lined Jacketed, Open top Kettle; 35” x 53”, about 
200 gallon. 
2 Pfaudler 500 gallon, Vertical, Manhole type Tanks, side 
entering agitators, 4’ x 6’. 
1 150 gallon, 3’ x 3’, glass lined tank with side entering 
agitator, 42 HP motor. 
PACKAGING EQUIPMENT 
Fillers, Pneumatic Scale Top and Bottom Sealers, Wrapping 
Machines, Labelers, etc. 
TABLET MACHINES 
Colton 3DT, Stokes Rotary D4, Stokes R, Colton 5%, and 
Colton Rotary 10-35 models. 
FIRST IS THE WORD FOR MACHINERY. 
FIRST MACHINERY CORP... 157 Hudson Street, New York 
18, ‘N.Y. 


with Agitator; good for 125 


or 
to 42”. 


and Devine, Proctor and Schwartz, Stokes, Huhn, 


Jacketed, Agitated, Processing 


SITUATION WANTED 


SEE 


EXPERIENCED LABORATORY worker, compounding, perfume, 
flavors, emulsion. Interested salesman position. Write Box 2672, 
The American Perfumer. 
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INDEX TO ADVERTISERS 


Advertising Corporation of America Fleetwood Labs., Inc. 92 Old Dominion Box Co. 

Aid Laboratories Fleuroma, Inc. 50 Orbis Products Corp. 

Allied Products, Inc. llorasynth Laboratories, Inc. 25 Owens-Illinois Glass Co. 

Alrose Chemical Co. C Forster, René 83 

Alsop Engineering Corp. Oe French, Inc.. Benj. 81 Parento, Ine.. Compagnie 

Aluminum Seal Co. Fritzsche Bros., Inc. Insert between 8-9 Parsons, M. W. 

American Cholesterol Products, Ine. Penick & Co., S. B. 

Aromatic Products, Ine. : General Drug Co. Back Cover Polak & Schwartz, Inc. 

Atlantic Refining Co., The Givaudan-Delawanna, Ine. Powell & Co.. Ine., John 

Atlas Powder Co. Insert between 48-49 Private Label Cosmetic Co. 
Glass Industries, Inc. 19 
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Bonder Glass & Closure Co. Hazel-Atlas Glass Co. Ritchie & Co., W. C. 

Bopf-Whittam Corp. Helfrich Laboratories, Inc. 14 Robert & Co. 
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Bush Aromatics, Ine. 


Innis, Speiden & Company Schimmel & Co., Ine. 

California Fruit Growers Exchange Interstate Color Co. ‘ Ser ley & Company 
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Consolidated Products Co., Ine. Koster-Keunen Mfg. Co., Inc. 78 Synfleur Scientifie Laboratories, Inc. 26 
Continental Chemical Co. Kraft Foods Co. 22 Syntomatic Corp. Facing page 65 
Cortizas, M., & Co. Kranich Soap Co. 12 
Cosmetries, Inc. Krause, Richard M. 97 
Creative Printmakers Group Kupfer Bros. Co. 6 
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Thurston & Braidich ~- 
Tombarel Fréres 84 
Tombarel Products Corp. 84 
Turner, Jos., & Co. 74 
Turner White Metal Co., Ine. 94 
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New England Collapsible Tube Co... 
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Fine Chemical Co. Inc. ; Will & Baumer Candle Co., Inc. 84 


Firmenich & Co. 3: Northwestern Chemical Co., The Wirz, Inc., A. H. Front Cover 


CLASSIFIED ADVERTISEMENTS (Cont'd) 


OO ——________ _ === = 


a SITUATION WANTED—Continued Cosmetics and HOW TO MAKE THEM 


CHEMICAL EXECUTIVE—Canadian, age 29, married, 2 children, 
Graduate-University of Toronto (1941) in Chemistry, presently 
employed by large Canadian Manufacturer of Cosmetics as Chief This simply written, practical guide for beauty spe- 


¥ . , ai > y 1 > °e i » , i is - . . . 
Chemist, thoroughly trained and experienced in Plant ne cieiiem, Ualedecsses ond ofl eds conened ehh 
tion, personnel work, etc., and some experience in Statistical qual- 


ity control, desires position with reliable American Cosmetic or pee of face powders, vanishing creams, nail 
Pharmaceutical Company where there is room for advancement as polishes, rouges, lipsticks and other cosmetics is a 
reward for initiative and ability. Write Box 2674, The American | useful handbook for those who have had no previous 
Yen . . . 
Perfumer. knowledge of chemistry. Contains easy-to-follow 
; alles formulas and recipes. Illustrated. 

HELP WANTED See: SE 


a : Order today from 
HELP WANTED: One of the leading companies manufacturing 


perfume aromatics and cosmetic specialties has an opening for an ROBBINS PUBLICATIONS BOOK SERVICE 


ambitious and experienced sales representative who is looking for 


a wider and a more profitable field for his selling ability. Replies, 9 BE. 38th St., New York 16, N. Y. 


By Robert Bushby... 3rd Edition, 1945 ...$2.75 postpaid. 


which should be in detail, will be held in entire confidence. Write 
Box 2663, The American Perfumer. 
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Mate 


SINCE 1922 


For the Cosmetic, Soap, Perfume, 
Food, Flavor, Drug, Pharmaceutical 
and Insecticide Trades. 


A few of the products of our 
own manufacture 


a 


Grom 


Amyl Cinnamic Aldehyde 
Anethol, N. F. 
Benzyl Benzoate F. F. C. 
Eugenol—Linalool 


Linalyl Acetate 


Aum (jmp une 


for Cosmetics, Soaps 
and Perfumes 


* 


Flavors — Spice Oils 
Deodorants 


GUNNING & GUNNING, INC. 


60! WEST 26TH ST.. NEW YORK I, N. Y. 
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MMON 
SCENTS: 


With the National Association of Manufacturers 
embracing a program of Liberalism (according to 
the New York Times), pretty soon there'll be 


nobody left to holler: ““Communist!” 
° 


Those Roosevelt-lovers! 
. 


How FDR would have chuckled at his newest 
‘supporters’. They used to consider themselves a 
thorn in his side. Actually, they were painful in 


a more localized spot. 
. 


Roosevelt always brings up the word “‘visionary.” 
You know what a visionary is, of course: A guy 
who really believes something as small as an atom 
could do something as big as win a war. 

. 


Science is finally coming into its own. Like sex, 


it's here to stay. 
. 


In our own industry, thanks to enlightening ad- 
vertising, Milady now knows all about the chem- 
istry involved in her lipstick and perfume. One 
fashionable friend, who ordered only well-known 


brands, now orders toiletries as “|00 Proof,"’ etc. 
. 


And the electronic determination of lipstick col- 
ors is little less than sensational. Without it we 
would undoubtedly be faced by lovely women who 
wore green lip makeup and purple face powder! 

° 

This is not to belittle science in advertising 
Everything has its value. According to a brain sur- 
geon-friend, nothing relieves a certain cranial pres- 
sure more effectively than a hole in the head. 
Hypothesis: Some scientific advertising is as ne 
essary as a hole in the head. 


° 
Next to science for the layman, we like Business 
Questionnaires best. They're equally informative. 
Consider the two perfumers who met on the stree! 
this week. 
Mr. ~ asked: “How's business?” 


Mr. Z replied: “Sensational. Terrific. Marvelous 
... but next week it should pick up!" 


(This story was originally told about two movie 
producers. . . . So, what?) 
. 


Only yesterday, the industry's big problem was 
bottlenecks.’ Today: Bottles. 


Abonge Seeds, 


KELTON 


Y 3 ‘ ® 7 Y 
Cosmetic Company 
230 West 17th Street 763 So. Los Angeles St. 
New York 11, N. Y. Los Angeles 14, Calif. 
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Marketing Drugs and Cosmetics 


by LOUIS BADER, Pu.D. 


{ssociate Professor of Marketing, New York University 


and 


SIDNEY 


PICKER. M.CS. 


National Merchandisers 


This is the eleventh installment. The twelfth will appear in the February issue. 


VI CH of export merchandising is based on the theory 
1 that the prices should be as low as. or probably lowe: 
than, domestic prices. In handling export business we also 
are faced with the problem of differences in curreney. Fo: 
this reason, in stating a price we must remember that it is 
not so much what the product sells for here in the States as 
it is what the landed cost will be in the foreign market itself 
that is going to determine the salability of the product 
\ country with a depreciated currency must pay out more 
for imports than would otherwise be the case and this may 
be a drawback to sales unless the exporter can provide for 
iated to aid a 
country to export, but this condition may make it more 


it in the price. Currencies may be dept 
difheult for the importer to bring in goods from foreign 


countries. In many foreign markets. becauss 


incomes are 
low, prices must be low if sales are to be 


product must be packaged for small unit sales 


PRICE AND ADVERTISING ALLOWANCE 


The advertising question is also an involved one. Very 
often American firms will insist upon doing their own ad- 
vertising in foreign markets and not allow the 


to advertise for 


foreign 
agency them in the way the market re- 
better job 


an allowance to be de- 


many could do a 


quires, In cases the agent 
and he could be compensated by 
ducted from the sales price. To do the advertising one 
self is all right if one is equipped to do so, that is if one 
has a complete knowledge of conditions in a particulai 
country and so can write the proper kind of copy and place 
it in the right media. There are some American advertis- 
ing agencies either with a foreign department or in contact 
with a foreign agency and they could well handle adver- 
Where these 
conditions do not exist, it might be the better policy to 
make an arrangement with your foreign agent to handle 


the advertising in his market for you. This may be covered 


tising according to the exporter’s policies. 


by an advertising allowance to be deducted from the price 
of actual purchases or to be paid by draft on presentation 
of evidence of the advertising. To do otherwise 
specific knowledge is incomplete may be costly. 
Where one is represented by a merchant making outright 
purchases, an advertising allowance deducted from the 
price may lead to lower customs assessments, if duties are 


where 
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based on invoice value rather than on net weight of ship- 
ment. This may place the merchant representative in a 
better position to sell goods because of a price advantage 
he will then possess as against those firms that handle their 
own advertising and ship to such markets on a full-price 
hasis. This is especially true in those countries where there 
British 
\ dumping clause is a specification by the 


is a dumping clause, such as is in existence in the 


Dominions. 
importing country, prohibiting merchandise from being 
-old at prices lower than those in the country of export. 
Control of advertising in the respective countries can 
budget fo 


against which samples, general display, and other adver- 


be maintained by setting up a advertising, 
must be 


drawn to take eare of anv unusual situations that may exist 


tising material are charged. The budget. however. 
in a foreign market. 

The method of allocating the advertising appropriation, 
and the advertising itself, is dependent entirely upon indi- 
vidual preference as well as the « onditions peculiar to each 


narket. 


which specialize in export advertising. which supply trans- 


Advertising is usually done through agencies 


lation service, and which are generally familiar with the 
customs and details of each market. 

Considerable assistance can also be obtained from the 
publishers’ representatives of foreign papers and maga- 
zines. During the last ten years many foreign papers have 
taken to using American publication representatives for 
that work, and they are giving considerable assistance in 
guiding manufacturers correctly. 


SALES QUOTAS 


In attempting to fix sales quotas for a market, although 
the procedures may be similar to that in domestic markets, 
care must be taken to consider not so much the area of 
the market and its population as its per capita purchasing 
Many foreign markets have large populations 


whose purchasing power is very low, and it would be fool- 


pe wer, 


hardy to attempt to gauge the potentialities of such a mar- 
ket by possible American standards, using population as 
Some of the Latin American markets before 1939 
imported pharmaceuticals and toiletries in a quantity that 
averaged from 4 to 20 cents per capita. 


a base. 


But sales promo- 


tions could, probably, increase that materially. Our own 
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per capita sales probably exceed $20, at the least 100 times 
more than Latin American per capita sales. 


ADVERTISING CAMPAIGNS 


Some firms, in attempting to sell their products in for- 
eign markets, jump into the field with advertising cam- 
paigns on suggestions received from the local distributor. 
From experience it has been learned that if the advertising 
is left to the distributor, and if his retention of the agency 
is dependent entirely upon his sales volume, he will in most 
cases make the necessary effort to maintain his position 


in the market and to give adequate advertising far beyond 


the allowance that he may obtain from the manufacturer 
for so doing. 

The method of advertising, of course, depends entirely 
upon the method of merchandising employed in the respec- 
tive countries. Where the distributor method is used, and 
where the merchandise is sold through one merchant, the 
best plans as pointed out above is to allow the merchant a 
sufficient amount for advertising purposes to be deducted 
from the purchase price, thus reducing his landed costs, 
and then follow closely to see to it that he does the neces- 
sary advertising. 


THE PROBLEM OF EXCHANGE 


Involved in the question of price of merchandise is the 
exchange rate of a country’s Exchange fluc- 
tuates from time to time, and in a number of Spanish 
speaking countries, the currency is usually considerably 
' with the United States. Some firms 
ignore the exchange entirely, expecting to be paid in Amer- 
ican funds at the current rate. 


currency. 


below par of exchange 


Other firms make allow- 
ances for discrepancies in rate of exchange, and give the 
dealers some allowance to offset their high local cost or 
the advantage of other export countries whose currency 
may be depreciated. In view of the fact that export sales 
generally represent extra business. and also that most firms 
should not charge the same domestic overhead against the 
export department, export prices, with all the allowances 
made, can be set so that the dealer will have the oppor- 
tunity of obtaining merchandise at a reasonable figure 
when American exchange is near par, and thus compete 
with similar products from other foreign countries. 

There now follows a comparison, based on American 
and foreign prices of a popular product, showing how, 
although the different allowances are designated, the net 
result for the manufacturer is the same: 

Foreign 
$24.00 

3.60 


20.40 
none 


American 


$24.00 
3.60 
20.40 
3.80 


16.60 


Selling price per gross 
Wholesale discount 15 to 20 per cent 


Free goods on deals (approx. 16 2/3 per cent) 


20.40 
2.55 


Exchange allowance (average 12!/2 per cent) 


16.60 
2.49 


14.11 

Shipping expense—domestic 5 per cent 90 

foreign in dols. F.A.S. N.Y. but packing re- 
quires special handling 


Selling expense 15% 


13.21 15.27 


The above figures do not take into consideration the 
question of advertising expenditures. In the one case—the 
domestic market—the advertising money might be spent 
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directly. In the other case, the advertising money will be 
spent by the dealer and taken off his invoice. However, as 
will be noted from the above, the net results for this manu- 
facturer, as far as the net amount received for merchandise 
is concerned, was strikingly in favor of the export depart- 
ment. 

The manufacturer whose figures are quoted above made 
his exchange allowances and charged them not against any 
particular market but against his entire export department, 
figuring even those countries where an exchange allowance 
did not have to be made. Exchange allowances in this 
case were the difference between the local exchange and 
par, up to 20 per cent of the amount of the invoice. In the 
beginning this difference was considerable, but it enabled 
the manufacturer to obtain a foothold in such markets 
when business was dormant for others, and as exchanges 
moved toward par because of the devaluation of the dollar, 
he obtained the benefits of a rising scale of prices. Before 
World War II, the question of exchange was important. 
During the war, most foreign currencies were pegged and 
Since 
most Latin American countries have been building up large 
dollar exchange, it is evident that the question of exchange 


all sales were made based on American dollars. 


will not be troublesome in the immediate postwar period. 


CREDIT AND COLLECTIONS 


Most firms exporting are faced with a problem in the 
extension of credit and the making of collections on their 
accounts, especially so in the cases where there are many 
restrictions to the handling and receiving of funds from 
a country. In the foreign countries and particularly in 
the Spanish-speaking countries merchandise is primarily 
classified either as a luxury or a necessity. Because of this 
it is not always possible to secure a license to import mer- 
chandise into a country, or the importation is restricted 
sharply and placed on a quota. First Latin America was 
under restricted license. Near East points are beginning 
to open up and gradually other export markets will become 
available and shipping facilities will improve. 

Since drug store product shipments are frequently small 
in dollar amounts, even where severe import restrictions 
exist, they may be gotten around profitably. 
cases native goods may be shipped in return and sold here. 
In at least one case the authors know that a foreign coun- 


In some 


try’s stamps were shipped out and sold here to stamp col- 
lectors. This is now prohibited by law. This is, of course, 
small business but still other schemes may be developed 
that will lend spice as well as profit to the business. Even 
though such schemes can be worked out it is desirable, at 
this time, to try, as far as possible, to confine export opera- 
tions to those countries where there is a minimum of 
exchange restrictions and but slight, if any, freezing of 
credit, no export restrictions and a minimum of import 
license requirements. 

Most importers want time to pay for their merchandise. 
American manufacturers frequently want their goods paid 
for in cash on arrival. It is generally conceded that prod- 
ucts such as drugs and pharmaceuticals can be sold on a 
cash-on-arrival basis because of the small sums of money 
involved. If larger orders should warrant it, however, it is 
then advisable to be more liberal with credit terms and 
permit the importer to develop a reasonable credit line. 

Credit information can be obtained from one’s banks. 


The American Perfumer 





Export bankers usually have a complete file on most mer- 
chants in the countries where they have branches or cor- 
respondents. References can also be obtained from various 
firms with which the importer is doing or may have done 
business. In obtaining references, it is advisable or desir- 
able to obtain them from American houses. 

The credit problem in export is not so much one of col- 
lection of money from a trader,” for careful investigation 
may reveal his standing, as of obtaining the guaranty of 
exchange out of the country to cover one’s drafts. Condi- 
tions in this particular field change constantly. Restrictions 
increased during the war and are likely to remain in effect 
for some time, so that any firm that intends to embark in 
the export field might well keep abreast of what is happen- 
ing in this connection. This can be done through subscrip- 
tions to the government bulletins on exchange and through 
membership in some of the associations that keep one 
posted on exchange and other export conditions. 

Very frequently, the local representative, if there is one, 
will help collect drafts and take care of problems that are 
involved in the collection and transference of funds. Rep- 
resentatives on the ground can assist materially in that 
respect. 


SHIPPING 


Export shipping involves a problem for any manufac- 
turer, not only from the point of view of the method of 
packing and care in packing, but also from the point of 
view of classification and description. Some foreign cus- 
toms officers are only too anxious to find some slight viola- 
tion of shipments, and then make heavy assessments. At 
times this assumes the proportions of a profitable racket. 
Therefore, it is advisable to handle all export shipments 
through one of the recognized shipping brokers who are 
fully conversant with all the details required in handling 
merchandise in foreign markets. 

In those countries where merchandise is paid for and 
duties are assessed on a weight basis, the outside container 
should be as light in weight as possible. In some countries 
it might even be advisable to ship the merchandise separate 
from the immediate containers, and have the local represen- 
tative do the filling and packing. 
savings can be effected in duties. This is a problem for 
each firm to study and work out for each market. 

Most of the information necessary to solve these prob- 
lems can be obtained from either the United States Depart- 
ment of Commerce or experienced shipping brokers. In 
this connection close cooperation between the local ship- 
ping department and the shipping broker is essential. Great 
care—and this is very important—should be taken that the 
instructions of the customer are followed to the letter. 
There are many, many reasons—sometimes some of them 
cannot be disclosed—why shipment will have to be made 
in the peculiar manner designated and the best thing to 
do is “not to reason why but to do or die” when it comes 
to handling packages for foreign customers. 

One of the frequent criticisms directed toward the manu- 
facturers, concerns the manner in which export shipments 
are handled, and sometimes the carelessness in which in- 
structions are followed. It might be well at this point to 
mention one particular country—Peru. If merchandise is 
shipped to Arequippa, most likely it will be packed on mule 
back and carried up into the mountains for several hun- 


In this way considerable 
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dred miles. Naturally, if a trader instructed the manufac- 
turer to make the shipments in ten parcels not larger than 
twenty pounds, he would feel rather disconcerted if the 
shipment arrived at the port of entry packed in a single 
two hundred pound case. The shipping clerk might feel 
that the customer was ridiculous to expect packing that 
way; but the customer's feelings and unnecessary expenses 
at the other end must also be remembered. 

The same holds true in the making out of customs 
declarations and invoices. Sometimes products that are 
known to us under one classification have entirely different 
designations in the countries into which they are going. 
Since customs officers are no different the world over, it is 
best to follow the dictates of the customer, and try to get 
the material into his hands with little or no change in his 
instructions. 


MEDICINALS AND REGISTRATIONS 


As has already been pointed out, medicinal products 
must be registered at boards of health, certain fees must 
be paid, and qualitative formulas must be disclosed. Natu- 
rally, no firm is going to do an export business without 
The trademark laws of most 
countries are reasonably similar. 


registering its trademark. 


In too many countries the danger of pirating is still very 
great. The same care should be taken in registering trade- 
marks for foreign countries as for American markets, and 
they should be registered before or at the latest as soon as 
the goods are offered in a country. When a trademark is 
being registered in a foreign market, an attorney should 
be employed who is fully familiar with work of this charac- 
ter, and adequate protection should be given to the trade- 
mark just as is done here. 


FOREIGN CORRESPONDENCE AND GENERAL ROUTINE 


Most correspondence from foreign markets will be in the 
language of the country of origin. For a time this was a 
considerable handicap to corresponding with foreign mar- 
kets but of late it has been largely eliminated. Translations 
can be obtained either from one’s export agency or from 
the service department of one of the export magazines, at 
nominal cost. Correspondence with these countries can, 
however, in most cases, be maintained in English, as it is 
rare indeed that a foreign merchant is not able to cor- 
respond in English. It is desirable, as a matter of courtesy, 
however, to correspond with a customer in the language 
with which he is most familiar. Be sure in such cases to 
employ a competent translator so that mistakes are avoided. 

The routine of the export department is quite impor- 
tant, both for shipping purposes and for office detail. One 
individual, outside of the export manager, should be thor- 
oughly conversant with all the facts regarding foreign mar- 
kets particularly with respect to shipping and document 
details. Valuable information that will aid in compiling 
records, extending credit, making collections, and working 
out territorial districts may be obtained by correspondence 
with American trade commissioners and consuls in the 
respective countries. The Department of Commerce in 
Washington, D. C., and its branches in large cities can 
also help considerably in these respects because much 
information regarding foreign markets is carried in their 
files. 

During the first year of foreign business the export 


January, 1947 103 





department may show meager results. But in the long run 
it can be of material assistance in broadening the opera- 
tions of a business and, at the same time, in offering a 
minimum of direct 
One thing must be remembered, there is no such 
\ shipment from New York to 
Java will take seven weeks to get to its destination and 
ene week to clear customs, so that reorders in less than six 
months would be unusual. 


feeder and additional income at a 
expense. 


thing as haste in export. 


\ foreign market, to many firms, represents a difficult 
proposition; to others, who look upon the field calmly and 
considerately, it represents just another outlet through 
which to develop sales with a reasonable profit and at a 
minimum of effort. In determining your idea about export, 
it is important to consider the export policy and sales 
method to be employed in each market. Unfortunately, 
almost every export market must be considered indepen- 
dently. The method used in one market may not work 
in others, and, therefore. for those who would seek some 
of the foreign business in drug store products, it would pay 
to read standard foreign trade texts like: “International 
lrade.” Horn, Prentice-Hall. Inc.. New York. 1946: two 
reports on foreign markets mentioned in the 
“Export and Import Practice,” F. R. 
Department of Commerce. 


text; and 
Eldredge, U. S. 
This last is a handy, practical 
little book to have in your possession. 

Much assistance can also be obtained from the staffs of 
export magazines like El Farmaceutico, Export Trade 
and Shipper, and the American Exporter; or one may 
resort to the United States Department of Commerce, 


which publishes Foreign Commerce and many other help- 


ful documents. In fact, the concern that plans on or is 
already in foreign trade can secure considerable aid by 
making full use of the foreign trade service of the United 
States Department of Commerce, Bureau of Foreign and 
Domestic Commerce. 


GUIDANCE FROM U.S. DEPARTMENT OF COMMERCE 


This bureau of the federal government has a number of 
guides especially for the new foreign trader. These are: 
|. How to analyze your business from the export stand- 
point. 
Where to go for help such as 
a. The Bureau of Foreign and Domestic Commerce 
b. Trade organizations 
c. Private organizations 
Helpful tools, re. a series of books and pamphlets 
which tell how to go about establishing oneself in a 
foreign market. 


One of the best things a new or prospective foreign 
trader can do is to register with the bureau for either the 
Exporters Index or Importers Index and then to utilize to 
the full the services of the bureau. These have been built 
up over the past 25 or 30 years and include nearly every- 
thing one would need to know about to enter the field. 

Illustrative of the guidance that this government bureau 
can give, the following case is presented :° 


CASE HISTORY: The president of a Midwest phar- 
maceutical firm was interested in the possibilities of 
entering the Latin American market. He wrote to the 
Bureau asking information and advice, admitting it was 
a new venture for his company. 
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The letter was turned over to the Bureau's specialist 
on drugs and pharmaceuticals, who in his reply sum- 
marized foreign trade procedure and described the post- 
war market possibilities in and included pertinent statis- 
Lastly, the 
specialist enclosed an introduction to the manager of 


tical data on the Latin American market. 


the field office located near the manufacturer. 

Our Bureau specialist next heard from this manager, 
who reported that the inquiring manufacturer had con- 
ferred with him on several occasions. 


FIELD OFFICE AID: Through these conferences a 
limited line of products had been selected for export. 
They had developed an over-all appraisal of each market. 
\ promotional program had been planned. 

With the aid of the Department of Commerce field 
representative, the manufacturer now had a selected list 
of prospective distributors for each country. He had even 
acquired the services of a capable foreign trade execu- 
tive, and had decided to send him on an extensive trip 
through Latin American countries to test their plan. 

But there were certain problems that the president of 
this firm wanted to discuss with the Bureau’s specialist 
in Washington, and arrangements were made for a meet- 


ing. 


BUREAU EXPLORES CASE: Every phase of this 
manufacturer’s program was carefully studied by Bureau 
specialists. who were not only familiar with the products 
in question but who had been over the proposed terri- 
tory. 

At the outset. this business executive was given a clear- 
cut picture of the competitive situation he would find. 
and suggestions as to how to cope with it. 

When the subject of trade barriers, such as tariffs, 
taxes, local laws. and exchanges were discussed, special- 
ists in the Bureau’s American Republics Unit gave 
expert advice. Next, the international advisor on pat- 
ents, trademarks, and licensing procedures was consulted. 

As to the list of prospective distributors provided by 
the Field Office Manager, this had originated by the 
Bureau’s Commercial Intelligence Unit. Here the manu- 
facturer’s list was carefully appraised. and through up- 
to-date credit reports the list was rated as a guide for 
his foreign trade representative in contacting the dis- 
tributors. 

PROBLEM SOLVED: Three months later the export 
had 
returned from his trip, had set up agencies, and was 
now faced with difficulties in meeting commiiments. 


manager of the concern visited the Bureau. He 


Specialists on transportation, trade controls. contain 
ers, advertising, and so on, all gave suggestions and 


advice. Through such counsel, the Midwest manufac- 


turer was able to solve his problems and inaugurate 


serv ice, 


1 By par of exchange is meant the number of times one country’s currency 
will go into that of another when both are on the same standard, gold for 
example Before World War II, the United States dollar would go into the 
British sterling 4.86 times. That is the pound contained 4.86 times the 
amount of gold in the United States dollar 


2On January 27, 1941, The National Association of Credit Men reported 
the losses of “American Manufacturers engaged in exporting to have been 
negligible during the 1937-1940 period also true for 1933-1937 (N. Y. World 
Telegram). 


8 The Business Man’s Bureau, U. § 
pp. 30-31 


Dept. of Commerce, Washington, 1944 
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CHAPTER 19 


Necessity for Viarketing Research 


\ book such as this does not need a chapter on marketing research. If vou have 
market problems, you will probably hire a marketing expert and have him try to find 
the solution. But marketing is, if anything, a series of problems and the principal 


tool used in their solution is research. Because research is so important, everyone 


engaged in business 


should know at least the processes of research. This chapter 


tells you the research procedure used in marketing, and just how it is done. From it 
you can learn the importance of developing the scientific attitude toward the prob- 
lems that arise daily in your business, and how to handle all but large field jobs. 


research in industry and commerce has 


To need for 

become pronounced during the past two decades, and 
businessmen have given increasing attention to it. During 
the past decade the attention paid to commercial research 
has been such that rapid advance has been made in the 
quantity available and the quality of market data and 
knowledge of research procedure is now more widespread 
than before. However, its use has not been as widespread 
as seems advisable. For example, in the drug field most of 
the principal producers have made extensive use of re- 
search in the social sciences and m 


field of the 


consumers, 


re particularly in the 


relations of thei: roducts to the needs of 


WHAT IS MARKETING RESEARCH? 


loo many 


businessmen sii!l regard marketing research 


with superstitious awe and act as though they were dealing 
with magic. There is nothing mysterious about research 


and its procedure. 


As one authority has said. “investiga- 


lion is a search for truth. for facts. for certainties.”' and 
Webster defines investigation as “the process of inquiring 
or examining into with s\stematic attention to detail and 
relationship.”? Research then is the orderly, as against 
haphazard, investigation of problems. and marketing re 
search is the orderly investigation of business problems 
related to the marketing of a product. 

The definitions of research quoted above have been pre- 
sented to indicate that investigation is not a mysterious 
procedure and that consequently it is not beyond the ken 
of ordinary man. Definitions, however, tend to oversim- 
plify, and the impression should not be gained that re- 
search is either easy or simple. True enough, much de- 
pends on the problem to be solved. but since all kinds of 
problems arise for solution one ought to know more than a 
definition. This is obvious when one asks the questions, 
what is true, what is a fact, how discover the truth, what 
method shall I follow and then how shall I treat the facts 
to get all possible information from them and present them 
along with the conclusions warranted by the facts? The 
space at our disposal does not permit an exhaustive treat- 
ment of research; there are several good treatises listed at 
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the end of the chapter which might be studied to advantage. 

In preceding chapters, we raised a number of questions 
as to what the manufacturer and distributor want to find 
out in the drug field; here we want to sketch the procedure 
for discovering the facts necessary to solutions of problems. 

The people who are concerned with marketing research 
and analysis, whether as participants or recipients of the 
results. recognize that there are roughly seven factors that 
by definition can be regarded as covering all the operations 
that come under the head of our subject. The committee 
on marketing research of the American Marketing Associa- 
tion, following exhaustive analysis and study, listed the 
four factors as follows: 

1. Preparation for the research which means, (a) the 
analysis of the problem, and (b) the planning of the pro- 
cedure of the research. These two include all the factors 


which enter into a diagnosis of the situation for which 
research is required, as well as the type of research which 
should be undertaken. 

collee- 
These 
embrace the use of the various types of research usable in 
the field of the social sciences and the multiplicity of 


sources from which data pertinent to the problem may be 


2. Execution of the program, which means, (a) 
tion of the data, and (b) organization of the data. 


secured; and the various methods of organizing data in- 
volving the use of known statistical and testing techniques 
and the forms of graphic presentation. 

3. Summation of the data. which includes, (a) interpre- 
tation of the data. and. (b) thorough presentation of them. 
These make necessary the use of psychological and logical 
processes involved in thinking, in determining the relation 
of the data to the problem and the form in which the report 
should be presented to be most effective in securing de- 
sirable action. 

1. Extension of research service, which means the appli- 
cation of the findings. continuation of research in the par- 
ticular field, and making the necessary revision in the 
original findings as additional evidence makes this neces- 
sary. 

We are concerned principally with the analysis of the 
problem. In the analysis we are concerned with four steps: 
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(1) defining the objective; (2) determining the facts that 
are required; (3) determining where the facts are to be 
found; and (4) determining how the facts are to be found. 
Among scientists, analysis of the problem is recognized 
as the most important step in research because by means of 
it one determines what is to be the purpose of the study, 
and this in turn indicates the scope of the study. 

The subject of the research should be clear and definite 
in the minds of those who are to direct and carry on the 
study. It is necessary to know what data are required to 
secure a possible solution, where they are to be found, and 
the methods to be used in securing desirable information. 
In the field of marketing research this is not so true since 
the problems are present and must be solved if satisfactory 
action is to follow in the marketing of specific products. 
Even so one will frequently find that clients are not always 
clear as to the problems they face and a preliminary analy- 
sis may be necessary to find out what must be studied. 


DEFINING THE OBJECTIVES 

The preliminary analysis may be simple enough. It fre- 
quently is nothing more than talking over with those con- 
gerned the situation that gives rise to the problem. In these 
interviews there is one important question to bear in mind: 
what is it that is to be discovered? You may find it neces- 
sary to talk with people outside your organization as well 
as with some in your own. 

This preliminary analysis may be all that is necessary. 
It may reveal a simple problem, the solution to which may 
come to mind at once as the result of your own experiences 
in marketing. Or the problem may be one that can be 
settled by a reference to some encyclopedic volumes as in 
the following cases: 

What was the sales volume of drug stores in 1945? 

What was the National income in 1943? 

How many people live in Keokuk, Iowa? 

What were the profits of Parke, Davis & Co., in 
1945; in 1935? 

With more difficult problems, the preliminary analysis 
should be used to discover the feasibility of the projected 
research and to indicate the details to be completed to 
arrive at a solution. The more difficult marketing situa- 
tions call for the use of a procedure that will leave no 
doubt about securing the answer to the problem. Previous 
to the last decade the procedure was largely that indicated 
above as the preliminary analysis. Now the procedure is 
to resort to the more formal type of interview in which a 
check list is used. Several excellent check-lists have been 
devised and made public. These may be used as they are 
or adapted to meet specific cases, personnel, or procedure. 
One of the first to be made public was the Sales Expansion 
Question Book of Roy Giles. This is a book of nearly 700 
questions which Mr. Giles reports using with new clients 
of the Blackman Co. to discover what the client’s market- 
ing problems are. Another is the Balzari Check-Chart as 
published by McGraw-Hill Publishing Co., Inc. Here on 
one sheet are 3600 questions that may be answered by an 
industrial concern, from which might then be drawn the 
marketing problems confronting a business. Another such 
device is the Analytical Outline used by Cowan and Den- 
gler, Inc., and still another, the one put out by the United 
States Department of Commerce entitled, Check Sheet to 


Introduction of New Consumer Products, Market Research 
Series, No. 7, revised. 
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After the preliminary analysis reveals the problem there 
then remains the need to discover the scope of the study. 
A more detailed analysis now becomes necessary. Now it 
becomes desirable to gather together and to examine readi- 
ly available material that may help to solve the problem. 
Some of this material will need to be tested as to its authen- 
ticity and its relevancy to the problem. The analysis of the 
problem from the point of view of information on hand 
should reveal the portions of the problem still remaining 
to be studied; and analysis of these should indicate the 
facts that may be required for their solution. 

The facts that may be required will, in the field of 
marketing, apply, in nearly every case, to the product, the 
customer, the sales tools, the sales plan, the costs, or finally, 
the results of operations. The Industrial Committee of the 
New England Council in a short check list suggested what 
a concern ought to know about these. The following para- 
graphs paraphrase the committee’s suggestions. The an- 
swers to these questions should indicate what facts are 
required to solve the remaining portions of the marketing 
problem. This might well serve as a model for the drug 
trade. 


1. OUR PRODUCT: How do we know our product fully 
meets the customers’ needs, tastes, or ideas? Have we re- 
cently checked with our customers whether or not our 
product is satisfactory to them? Is the quality of our prod- 
uct the best possible for the purpose or service for which 
it is designed? Can we increase the utility of our product? 
Should we re-design? Can we develop new uses for our 
product? Can we improve the appearance of our product? 
What other improvements if any would be acceptable to 
our customers? Does our product meet nationally recog- 
nized standards and specifications for goods of its class or 
kind? Are products of some other industry displacing our 
products? Are there products for which buyers are waiting 
that we should be developing? 


2. OUR CUSTOMER: Who buys our product and why? 
How often does each customer buy our product? How 
much of our product can each customer use to advantage? 
What percentage of our annual sales are repeat orders? 
Are we reducing our customer turnover? Are we inviting 
customers who have not bought recently to consider the 
advantages in our latest product? Who are prospects for 
our line? Where are they located? How many of them are 
there? What percentage of total market for our class of 
product is represented in our sales? Can we increase this? 
Are we using the Department of Commerce “Market Data 
Handbook,” “Industrial Structure of New England,” “Com- 
mercial Structure of New England,” as market informa- 
tion sources? Why not? What allied or related lines are 
customers buying? Why? What competing lines are cus- 
tomers buying? Why? Do such purchases suggest new 
markets—new selling activities—that we should develop? 


3. OUR SALES TOOLS: How can we improve our training 
of salesmen? Have we furnished our salesmen a manual 
of selling ideas and complete information about our prod- 
uct, its use; our company and its policies? What difficul- 
ties do our salesmen have in selling our product? Do we 
record, analyze and correct the difficulties? Do our sales- 
men obtain orders without concessions? Do our methods 
of compensating salesmen produce the incentive necessary 
for the desired results? Do our studies of dealers’ methods 
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of selling and displaying our product suggest new ways 
of helping them sell more and make more? Can we in- 
crease sales through a more liberal credit policy without 
exceeding the percentage of bad debts loss allowable for 
our business? Do our methods of packing, shipping, and 
delivering bring our products to the customer in the best 
condition, in the least time, and at the lowest cost? How 
much can we increase our service to customers without 
sacrificing too much profit? Is anyone in our field giving 
lower price, better value, and better service? Does our ad- 
vertising tell the customer what our product will do for 
him or does it merely describe it? Are we doing enough 
consistent advertising to prove its sales value? Do we 
apply what we learn by comparing competitors’ advertis- 
ing with ours? 


4, OUR SALES PLAN: Do we maintain adequate records 
of sales, by items? lines? accounts? territories? salesmen? 
What items in our line constitute the bulk of our sales; of 
our profits? On what items do we lose money? Should 
we discontinue any of these “loss items”? In what terri- 
tories have our sales declined? Do we know why? Are 
our quotas broken down into amounts of “repeat” and of 
“new” business expected from each territory? Are our 
present sales outlets right as to type? Location? Number? 
Methods of service to customer? Are there any new trade 
channels through which our goods can be moved economi- 
cally to the customers? Are we cultivating our market as 
intensively as we should? Are we exporting? If not, why? 
Will the market absorb our output on a capacity basis? 
Have we any excess manufacturing capacity we should 
eliminate? Do we forecast and budget sales? Are we bal- 
ancing our sales and our production with respect to quanti- 
ties to be manufactured and carried, quality standards to 
be maintained, costs to be met, steady employment for our 
worker, and profits to be made? Who are our competitors 
within our industry; outside our industry? Are we co- 
operating with the other members of our industry in meet- 
ing the competition of other industries? What is there in 
our competitors’ products, services, or methods, not in 
ours? Should we “match” them in those matters? 


5. OUR COSTS: Do our manufacturing costs show costs of 
individual items? Can we reduce any of our costs of man- 
ufacturing without sacrificing quality? Do we know what 
it costs to sell each item in our line? Can we reduce any 
of our selling costs? Do we analyze our selling costs for 
their effect on our present margin of profit? What is a fair 
and reasonable margin of profit on each item we sell? Can 
we increase the price of any non- or low-profit items? Do 
we know what the smallest order is that we can handle 
profitably? Should we discontinue some of our less profit- 
able items and concentrate on our more profitable 
ones? Are we making a profit from each account on our 
books? If not, should we stop selling the non-profitable 
accounts? Is cultivation of distant markets absorbing too 
much of our profit? Does our present volume at present 
prices and profit margins yield us a fair return on our in- 
vestments? What combination of volume, price, and profit 
margin will give us a fair return on plant investment? 


6. OUR RESULTS: What is the extent of our “cancella- 
tions”? How can we decrease them? What do our “re- 
turned goods” amount to? Why are they coming back to 
us? What is our “accounts receivable” turnover? Can we 


& Essential Oil Review 


\acrease it without loss of customer or good will? What is 
our annual “dealer mortality”? Is it too high; too low? 
Are we too conservative in our discounts, or too liberal? 
What do our “lost sales” amount to? “What causes them? 
How can we convert them into orders? Is our finished 
product inventory “turning over,” item by item, or line by 
line, at the most profitable rate for us; for our dealers? 
Is our production system flexible enough to permit quick 
adjustment to fluctuations in demand? Are we utilizing 
research to improve products; to develop new products; 
to cut our manufacturing costs; to broaden our markets; 
to better serve our customers? Do we study business 
trends; within our industry; in allied or related industries; 
in competing industries; in industries generally? Do we 
test the effectiveness of a policy or methods before we 
adopt it as our standard? Do we insist that every phase, 
activity, or element of the business shall justify itself? 


DETERMINING WHERE FACTS ARE TO BE FOUND 


The next step in the analysis is that of determining where 
the facts are to be found. The facts necessary to the mar- 
keting of a product are of two types, internal and external, 
so-called because the first type is to be found within the 
organization itself, and the second type is to be found out- 
side the business. 

Internal facts have to do with the operation of the busi- 
ness itself and may be regarded as concrete or abstract in 
nature. The concrete type of fact is to be found in the 
reports of salesmen, book records of sales, correspondence 
files, and records of previous studies of the enterprise’s 
marketing problems. These records will yield information 
of sales by individual customers, trade areas, or sales terri- 
tories, salesmen, product, and size of order; changes in 
products, reasons for these changes, relation of sales to 
business conditions; and much other interesting material. 

The type of facts abstract in nature may be gathered 
from a study of the correspondence and interviews with the 
personnel. This study should reveal information about the 
policies of a business enterprise, the attitudes of the per- 
sonnel toward the enterprise, its products, the customers 
and colleagues, and the habits of the personnel, particu- 
larly the marketing staff, of which the sales and advertis- 
ing forces require study especially. 

External facts are to be found outside the organization, 
from among consumers and dealers, who do buy or might 
buy your products, from competitors, and authorities who 
have special knowledge of your markets, your product, 
and the difficulties of selling it. This type of fact will give 
information about the race, sex, age distribution, occupa- 
tion, and incomes of your prospective customers; it will 
furnish information about the climate and topography of 
the sales districts into which you have broken down your 
market, and which affect the consumption of your product. 
External facts will tell you the reaction of the consumer to 
your product and of the dealer to your policies. 

Some of this second group of facts are already available. 
Not all of them need to be the subject of special inquiry 
among the sources listed above. Some of them are already 
recorded in reports of one kind and another and may be 
secured from these sources when and as they are located. 
Some of these data are statistical and appear in printed 
form regularly and periodically. 

The analysis of the problem has now yielded the follow- 
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ing information: (1) The facts necessary to a solution; and 
(2) where the facts can be obtained. The analysis should 
further reveal how the facts are to be found. The scientist 
has developed several ways of securing information: they 
are the following: (1) experiments with observation; (2) 
observation; (3) bibliography; (4) interview, face to face 
or over the telephone; (5) mail questionnaire; (6) con- 
sumer panel; and (7) dealer panel. The first two of these, 
observation with experiments, and observation, have been 
important factors in the development of the physical 
sciences. In market research they have not been so widely 
used although they have a place and may be made to yield 
more data than is now the case. Examples of the use of 
this technique for fact gathering may be found in the 
experience of companies who establish stores to try out 
new merchandising ideas; test window displays after care- 
ful selection of locations, using approved measuring meth- 
ods; or the studies made in connection with surveys, like 
the St. Louis Drug Store Survey, resulting in the report 
Drug Store Arrangement, or the National Health Survey, 
which resulted in the report on the magnitude of the 
Chronic Disease Problem in the United States. 


Tests may made of individual reactions to the 


also he 
color. taste and the odor of one’s product. One of the 
liqu 7 established elaborate 


laboratory arrangements for such tests on a scientific basis 


producing companies has 


by contrast with the hit or miss human “taster” 


svstem so 


long in vogue.” Since perfumes are bought largely by 


scent or appearance of bottle, here two important tests 
ould be 

The second method. bibliographical research. ought, 
perhaps, to rank first. Thousands of studies dealing with 
marketing have been made since 1920 and many of these 


made. 


have been recorded and are available tor inspection. In 
addition, other studies that throw light on marketing prob- 
lems have also been made. Bibliographical sources ought 


first to be examined fo1 


any material they might reveal 
bearing on the problem under consideration. Two main 
problems arise in connection with this factor: (1) where 


are the sources of bibliography data to be found; and (2) 
how test them for reliability? The sources are two, exter- 
nal and internal. The external, or sources outside the busi- 
ness, are principally libraries. governmental departments, 
trade associations, bureaus of business research. advertis- 
ing agencies, and publishers. Each of these is important 
and has contributions to make to nearly every problem 
that arises.® 

The internal sources already referred to are the records 
of the business itself. Sales records, when properly kept, 
can be made to yield data as to the profitableness of each 
product sold, each trade area operated in, each customer 
sold, and each salesman selling the company’s product. 
They also may yield comparisons of the past sales with 
general business conditions that exi-ted, and they may 
serve as a base for forecasting future sales.” 

Bibliographical data are usually open to criticism. How 
competent an observer reported the facts: how faithfully 
were they reported; what biases or prejudices entered into 
the collection and interpretation of them; what position 
was the author in to secure and report the data; how soon 
after the observation were the data reported? The answers 
to these questions will usually be enough to test the relia- 
bility of the recorded data. 
When the data gathered by the two methods outlined 
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above are not sufficient to solve the problem then there 
may be need to go into the field to discover what is miss- 
ing. This is usually an expensive way of gathering facts 
and should be resorted to only after all other material has 
been exhausted. Interviewing, mail questionnaires and 
panels, are the methods of fact gathering used to secure 
data in field research. Each of these has advantages and 
disadvantages. Because of the importance of these methods 
in securing market data, it is desirable to set forth some 
most research 
workers, the interview is preferred to the mail question- 


of the advantages and disadvantages. By 


naire. Correct sampling methods may be used. We secure 
the desired information in person and can control the situ- 
ation to secure better representative replies; we are likely 
to get more accurate and fuller replies and if there is some 
difficulty with the meaning of the questions we can explain 
it. Many more questions can be asked and here and there 
a prompting secures much more information than other- 
wise. Usually interviewing is taken more seriously by 
those we talk with. When information is sought by mail, 
questions must be few in number, brief. and say exactly 
what is meant. 

The principal objections to the personal interview may 
be stated as: (1) The expense of a widespread survey; 
(3) the 


training necessary to conduct an interview skillfully and to 


(2) the time necessary to complete such a survey: 
secure accurate results. If good results are to be obtained, 
experienced investigators carefully trained in the method 
of carrying on interviews are necessary and this is an ex- 
pensive job. It is possible to cut the cost somewhat by 
hiring professional investigators for each job who are 
available in various communities, or to use your own sales 
force. Specialized agencies are increasing in number, 
fortunately, because of the importance of this type of 
fact-getting. 

Information requested may be considered confidential 
and one being interviewed may not want to give it,® and 
yet give it readily on a questionnaire that is unsigned and 
unidentifiable. Other advantages of the mail questionnaire 
are: (1) It is inexpensive: (2) a wide territory can be 
(4) 


give cues for further investigation; and (5) it aids to 
crystallize thought about the problem. 


covered; (3) survey can be conducted quickly; may 


About the last two there is no question. The first ad- 
vantage may be questioned. If you send out 10,000 letters 
with a questionnaire and allow for a returned stamped 
envelope, the cost would come to, say, about $600. The 
assumption is that you have selected the names carefully 
to get good distribution. If you got back a fair number 
equally distributed, the cost would be less than if a similar 
But a 10 per cent 
return would be good and this means a cost of $600 for 


number of interviews were secured. 


a thousand returns or sixty cents a return. If the returns 
are more evenly distributed in accord with correct sampling 
procedure the cost may be heavy for the information 
secured. 

The disadvantages of the mailed questionnaire are: (1) 
The small percentage returned, anywhere from 2 to 50 per 
cent, frequently not more than 10 per cent; (2) uneven 
distribution of the replies, some sections more heavily 
represented than others; (3) replies come from a selected 
group, and this does not give the replies from those 
wanted; (4) the answers are categorical; few things or 
situations are so clear that an opinion worth anything will 
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rarely be obtained; (5) the nature of the replies are un- 
controlled and uncontrollable; and (6) the problem of the 
significance of unreturned questionnaires and unanswered 
questions. 

If data are to be gathered by use of the questionnaire, 
mail or interview, it must be understood that the technique 
required in its use calls for considerable training, first in 
the construction of the questions to be used: second, in 
selecting a sample that will be representative of the whole 
market to be covered; and third, in carrying on an inter- 
view; where the telephone is used for interviewing. train- 
ing in voice culture is also desirable. 

The panels are a recent device for securing information 
from the field of consumption, in an attempt to discover 
more accurately than by interviewing just what people 
buy, how often. brand changes. and why. In the consumer 
panel, a sample of consumer families is selected so as to be 
representative of all the families in a market. Each family 
records its purchases of the items the researcher is inter- 


ested in. From time to time the records are 


analyzed and 
reports made. In the dealer panel a group of retailers is 
selected to be representative of all dealers. These dealers 
agreed to submit to an inventory accounting every so often. 
This accounting is then analyzed for sales volume of spe- 
vific items, shifts in brands purchased, and so on. 

The principal disadvantage of either panei is the cost. A 
consumer panel sampled for the country as a whole may 
cost as much as a million dollars. No one concern operates 
either panel. The research organizations operating them, 
like Industrial Surveys or A. C. Nielson Co., carry on their 
operations of panels, fairly large groups of producers mak- 
ing possible a distribution of costs that puts no great bur- 
den on any single concern. 

What can be done through research may be seen from 
the following questions and answers. These were raised in 
connection with a proposed small business several vears 
ago and the information was secured by means of biblio- 
graphical research and interviews. 

(1) What is the comparison of imported to domestic 
perfumes? Imports of perfumes are grouped together with 
toilet waters. Every year since the World War, with the 
exception of 1921 and 1922, they have shown a decrease 
in value. Their 12-year average value (1919-1930) of 
$2,734,000 shrank to $714,000 in 1931 and to $189.000 
in the first half of 1932. 

Manufacturers of perfumes have been separately shown 
only in the census for the vears 1927, 1929, and 1931. In 
the previous census. covering production in 1925, they 
were shown with toilet waters. but before this they were 
grouped with other toilet preparations in a general classi- 
fication. Production in 1931 (according to preliminary 
figures) was approximately one-third less than in 1927. 
Considering changes in prices and the depression, this is 
not a serious decline. Imports have declined by several 


hundred per cent. Domestic manufacture has advanced 
very materially and is more pronounced now than ever. 
(2) In what part of the country is the industry now 
chiefly located? Establishments making perfumes are lo- 
cated in almost every state of the Union, the distribution 
varying, roughly, with the population of the state. New 
York City and Chicago are the leading centers, but there 
is a surprising number of factories in small towns, some 
of which are not even within a metropolitan trading area. 


In one case called to our attention, a woman owning a 
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small store in Pennsylvania has built up a fine perfume 
business. 


(3) What is the most ideal location in relation to labor, 
market, etc? There seem to be no special factors affecting 
the location of perfume factories as far as raw materials. 
labor, or power are concerned but consideration might well 
be given to the market to be reached and the methods of 
reaching it. Obviously, both these factors are largely 
affected by the amount of investment to be made in pro- 
motional sales effort. An analysis of sales in certain states 
made on the basis of the new “Census of Retail Distribu- 
tion” indicates that at least half of the toilet preparation 
sales by merchandise outlets are made by drug stores. 
Anywhere from 23 to 30 per cent of the sales are made by 
lepartment stores, with another 13 per cent made by the 
variety. 5, 10, to a dollar stores. Analysis of data such as 
these would be helpful in deciding on the market to be 
reached, the retail outlets to be used. and the best way of 
reaching the public. The study I have made suggests that 
your problem will not be one of manufacturing, but one 
of marketing the product. The following bibliography may 
be valuable in this connection. Manufacturers of ingred- 
ients to make perfume can offer helpful suggestions for 


sales promotion. 


(4) How does the domestic product compare in quality 
with the foreign product? The perfume trade claims that 
they can and do produce equal in quality to imported 
perfumes. 

(5) What ingredients are necessary to the manufacture 
of perfumes? It would be impossible to tabulate the many 
hundreds of different aromatic odors derived from fruits, 
leaves, seeds. herbs. roots. balsams. resins. etc.. the sub- 
stances from animals. such as musk, civet. and castoreum, 
or the many hundreds of synthetic coal-tar and ono-coal- 
tar products derived from the mineral kingdom which are 
used in making perfumes. These are dealt with in many 
authoritative reference books giving formu!ze. Your atten- 
tion is also called to the “Census of Dyes.” published up 
to 1931 by the United States Tariff Commission (1930 
annual, price 20 cents) which gives names of manufac- 
turers, prices of and economic data on synthetic materials. 
Current prices may be obtained from the weekly trade 
paper, Oil, Paint and Drug Reporter. 


(6) What materials cannot be obtained in this country? 


A description of the domestic cultivation of essential oils 
is given in a report published in the January 19. 1931. 


“Commerce Reports.” a copy of which may be found in 
the files of the New York City office of the United States 
Department of Commerce at 734 Customhouse. “Foreign 
Commerce and Navigation of the United States,” price 
$2.00, tabulates imports of those essential oils in demand 
by foreign sources. Copies of this annual are available 
for reference at Columbia University. or may be purchased 
from the Government Printing Office, Washington. D. C.. 
or from the New York City District Office of the Depart- 
ment of Commerce. Suppliers of synthetic products are 
listed in the “Census of Dyes” referred to above. 

(7) Relative cost? There is little basis for comparing 
relative cost of domestic with imported essential oils since 
there is little competition between the two. As to the rela- 
tive cost of natural and synthetic aromatic materials, refer- 
ence may be made to the price lists of the Oil. Paint and 
Drug Reporter. 
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(8) Is it possible for research to find substitutes for 


? 


ingredients not available in this country? In the synthetic 
field this research has been carried on for many years and 
amazing strides have been made in developing synthetic 
aromatics. For a brief resume of the history of these de- 
velopments, reference might be made to Chapter XVI in 
Volume I of “Chemistry in Industry,” edited by H. E. 
Howe. 
carried on by many laboratories and growers and under 
the encouragement of the Bureau of Plant Industry, De- 
partment of Agriculture, who would be glad to furnish re- 
ports on progress made. In this connection, one may call 


In the natural field, experimentation has been 


on any company which makes synthetic perfume oils and 
they can supply you with any ingredients necessary to start 
a perfume business, and in some cases the accessories also, 
such as bottles, labels, and outside containers. 

(9) Can an analysis be made of most foreign brands? 
The methods of analytical chemistry might be used to 
obtain the working formulae of any brand. This does not 
mean that the formulae obtained will produce the same 
results, since in so delicate a thing as a perfume the vary- 
ing physical characteristics of the oils require a special 
skill, beyond the ability to follow a recipe. The making of 
perfumes has been described many times as more of an art 
than a science. Certainly the perfection of an odor can- 
not be obtained just by rule of thumb. 

(10) Formulae. English and foreign formulae may be 
obtained from the references given. 

At any given moment of time we would need to consider 
prices and the possibility of change. If prices are high and 
indications point to a change downward it would not be 
advisable to start a business enterprise and buy much mer- 
chandise. It would be better to wait a while and watch for 
the changed conditions under which one might have a 
better chance to get started. 

With the data resulting from the investigation of the 
questions raised, one is in a position to determine the 
policies to follow and the practices necessary to put the 
policies into effect successfully. 


CHARACTERISTICS OF THE PRODUCT: Surveys that 
can be made readily and studies that already exist in the 
drug field will enable one to determine the general classi- 
fication of the product to be marketed. that is, whether it 
is a luxury, a semi-luxury, or a necessity. Research should 
be employed to disclose the peculiar needs and desires 
that the product will try to satisfy. Naturally, from this 
investigation there will be disclosed facts about consumers 
and their reactions to this type of product and the best 
policies and practices to be employed in marketing it. Next, 
it is necessary to decide whether to market a single item or 
a family of products. Frequently a product can be mar- 
keted as part of a group or family of products that of it- 
self does not warrant any independent exploitation. In the 
cosmetic field are many products known as “trailers.” That 
is, they benefit from the brand preference of a particular 
leader made by the same concern. Research should be 
undertaken to disclose whether an individual product of 
this type has a market sufficient to warrant expensive in- 
vestment. It will be found through research that possibly 
two or three optional products can be marketed at the 
same time, with but comparatively little extra expense. The 
selling cost in the drug field for one or for a family of 
four or five products is practically the same. However, 
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unless the market is measured accurately, the decision as 
to the particular marketing practices to be undertaken may 
be the incorrect one. 


COMPETITION: We must then consider the competitive 
factors. In other words, the competitive factors separate 
into several distinct groups and conditions. Is the princi- 
pal competitor the dominant factor, or is the competition 
divided among many products, none of which is strong 
enough to dominate the field? Is the field overcrowded? 
Is there room for a new product such as is being offered, 
or is the addition of the product merely an attempt to 
force one’s way into an already crowded market with no 
possibility of success? It is very important to determine 
in this connection the reasons for the purchase of a com- 
petitor’s product; the failure of the competitor’s product 
in any respect; and what there is about the new product 
that can answer a demand that is not already filled by other 
merchandise in the field. Research should disclose con- 
sumer and dealer preferences and desires. It should also 
disclose consumer possibilities and rate of consumption of 
particular products; section and local peculiarities and the 
strength they possess; the influence of private brands; 
dealer and wholesaler reactions to methods, policies, and 
products; and the strength of dealer organization in vari- 
ous marketing areas. The Bureau of the Census has on 
occasion pointed out how the Census of Distribution may 
be used: 

Under the heading “if you are a manufacturer” the 
author suggests the following ways in which the cen- 
sus should be used. (1) To determine kind of goods; 
(2) to determine whether there are other kinds of 
stores that sell or might be induced to sell your prod- 
ucts; (3) to learn how many wholesale merchants, 
jobbers, brokers, and other types of wholesalers there 
are in any given section of the country who distribute 
your goods; (4) to measure your potential market; 
(5) to adopt sales policies to the requirements of re- 
tailers; (6) to determine price policies; (7) to recon- 
sider your present marketing methods and policies; 
(8) to avoid costly experiments in marketing; (9) to 
check advertising plans and (10) to locate distrib- 
uting warehouses. 

Much of what research can discover has been indicated 
in preceding pages; note particularly Chapter 1, although 
other chapters also contain significant material that can be 
further ferreted out by research. The possibilities are al- 
most limitless to the wide-awake, well-trained organization. 
Other chapters also contain significant materials that can be 
studied as illustrative of a research job involving much of 
the procedure outlined in this chapter, which was brought 
to a satisfactory conclusion. 


CASES ILLUSTRATIVE OF ANALYSIS OF PROBLEM: 
A group of electric light and power companies wanted to 
increase the sale of their product—electric current. Analy- 
sis of the problem disclosed that commercial customers 
were using about all that could be expected, but that domes- 
tic users were, on the average, using only small quantities. 
How could they be induced to use more current? Further 
consideration led to the hypothesis that if families could 
be induced to buy more electric household appliances, 
greater sales of current could be effected. Analysis was 
then undertaken to discover how more sales could be made. 
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Search of internal records revealed that costs of selling 
such appliances were high; that turnover of sales forces 
was heavy and that little, if anything, was being done to 
train sales people in this field. The analysis suggested that 
the problem was to secure or to train sales people until a 
competent force was engaged in this work. Analysis was 
then made to discover just what sales training material 
was available and being used to train salesmen. This analy- 
sis revealed an inadequacy of material that was shocking. 
The problem then became one of developing a sales-train- 
ing course which would be reasonably effective. 

Analysis was now necessary to determine what facts were 
needed, where these facts could be obtained, and how they 
could be obtained. This analysis suggested that all mate- 
rial bearing on sales-training in this and related fields 
should be obtained; that studies should be made of the 
work done by salesmen in these and related fields, and of 
the difficulties encountered by sales in these and related 
fields. . 

The analysis suggested that these materials could be 


secured from the interested member companies. from com- 


panies in related fields, from salesmen, sales supervisors 
and managers, and from consumers. The analysis suggested 
that all bibliographical materials relating to selling at re- 
tail and in these fields particularly be studied; that sales- 
men be accompanied and observed in their selling trips: 
that the part of consumers be played by investigators and 
further observations be made; that executives, sales super- 


visors, salesmen, manufacturer’s executives. and consumers 
be interviewed, and that questionnaires be sent by mail to 
salesmen and sales supervisors so designed as to secure 
pertinent information as to the type of sales-training pro- 
gram that might be effected. 

Out of the mass of material so secured came a sales- 
training course that seemingly would be effective, and it 
was a course different from anything then available. 

Research can also be used to gather data which become 
the basis of forecasting and displace guessing of the sales 
of a product. For example. H. Webster Johnson, of the 
United States Department of Agriculture, made a compre- 
hensive study of the problem of forecasting sales.® In the 
course of his study he dealt with forecasting the sales of 
several wholesale druggists. He used many of the indexes 


published in the Federal Reserve Bulletin. The Survey of 
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Current Business, and Business Week. He discovered a re- 
markable similarity of movement between the “Index of 
Income” of Business Week and the sales of a number of 
wholesale druggists in several of our large cities. 

The study shows that sales move up and down as goes 
the income in those areas and in almost the same degree 
of movement. If a wholesale druggist could anticipate the 
flow of income, he could then forecast fairly accurately 
the flow of orders, in general, for what he sells. If this is 
true of the wholesaler’s business, to some extent it would 
be true of those who supply the wholesaler. 
manufacturers are dealing with an individual line and not 
with the thousands of items carried by the wholesale 
druggists. 

We have here, though, a starting point, and given a good 
product that people use, and good management its sales 
will probably follow the income pattern, but other factors 
will need to be considered. An epidemic would cause an 
increase in sales of certain drugs far out of proportion to 
income changes or in spite of them. Likewise, a new dis- 


However, 


covery like penicillin might lead to very heavy sales of it 
and a falling off in the sales of some other drug product 
even though income has not changed. But those in the 
trade who are watching such developments will make al- 
lowance for such changes and use the income figures with 
a considerable amount of success in forecasting sales. 

Marketing research is 
that this chapter could well be expanded into a book. This. 
however, is not necessary because there are several good 
books in this field that are readily available. These should 
be read as soon as possible. They are as follows: “The 
Technique of Marketing Research,” by a Committee of the 
American Marketing Association; “Marketing Research 
and Analysis,” by L. O. Brown; “Consumer and Opinion 
Research,” by A. B. Blankenship. 


so important in business today 


1 Walter E. Spahr and R. J. Swenson. Methods and Status of 
search, Harper & Brothers, New York, 1930. p. 1 

2 Quoted by J. Bigelberner, The Investigation of Business Pro 
Shaw Co., New York, 1926, p. 3. 

3U. 8. Dept. of Commerce, Washington. D. C., 1932 

4U. S. Public Health Service, Washington. D. C., 1958 

5 Address by Dr. E. H. Scofield of Jos. Seagrams Sons, Inc., 
Market Research Council, New York, Feb. 18. 1944 

®See Market Research Sources, Dept. of Commerce, 
1932; bibliography in the Technique of Marketing Research, pp 
and Spahr and Swenson Op. Cit., Chapter XV to XVIII 

7 See Printers’ Ink, March, 1930, ‘‘Budgeting Territorial Sales,"’ 
Witherspoon. 

8 Note the furore that arose over the ine 
lation Census for 1940. 

® Journal of Marketing, July, 1944. Vol 
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CHAPTER 20 


Government Regulation 


This chapter is concerned with the regulation of the marketing of drugs, cosmetics, 
and devices. It treats especially of Federal regulation through the Federal Trade 
Commission and Food, Drug and Cosmetic Acts. The principal sections of these acts 
affecting drugs and cosmetics are stated and the application indicated. The penalties 
and procedures under the acts are shown and the position of the courts relative thereto 


is indicated, 


| ECAUSE of the nature of the products with which this 
book is concerned, we find a considerable amount of 
government regulation that has substantial effects on the 
marketing of them. Our products are concerned with 
health and looks and few things are more important to 
most of us. Most consumers probably believe it is right for 
government to be deeply concerned about protecting them 
in matters so vital to their well-being. Most businessmen 
find that it pays to conform to customers’ wishes; and this 
is as true in regard to sound yet reasonable government 
regulations that protect consumers as it is in regard to good 
merchandise at fair prices. 
Government regulations range from those of local gov- 
ernments, through state governments to federal govern- 
ment. We shall be concerned here with the regulations of 
the federal government and principally the Federal Trade 
Commission Act and the Federal Food, Drug and Cosmetic 
\ct." We are concerned with these because most drug and 
cosmetic manufacturers engage. in one way and another. 
in interstate trade; or through advertising and use of the 
mail they find themselves in contact with the federal gov- 
ernment and so become subject to its regulations. City and 
state regulations frequently copy the Federal Food, Drug 
and Cosmetic Act. In some cases they add to the federal 
act by stipulating the licensing provisions of drug stores 
the number of outlets or they may be 
more severe in their restrictions, as for example. prohibit- 
ing the sale of some items. In addition the state and city 
governments through their laws may become. in effect, en- 
lorcement agencies for federal legislation. State laws may 


and thus limiting 


also be of interest in settling what a drug is for purposes 
of sale by specified outlets as is the case in the State of 
New York with respect to vitamins. 

Many grocery outlets would like to sell vitamin pills or 
capsules and they reason that vitamins are food and so 
can logically be sold through food stores. The drug retailer 
says vitamin concentrates prescribed by physicians to heal 
the body are drugs and should be sold only through the out- 
lets licensed by government for that purpose. 

The New York State Pharmacy Board asked the State’s 
\ttorney General for a ruling on vitamins as a food or 
arug. He gave an opinion on June 22, 1944, to the effect 
that vitamins were drugs. The New York State Food Mer- 


chants’ Association made a complaint against the Pharm- 
acy Board’s restriction of vitamin sales to drug stores. The 
board asked the court to dismiss the complaint. Judge 
\aron J. Levy refused the board’s request and gave them 
twenty days in which to answer the complaint.* The sale 
of vitamins is prohibited in grocery stores. As to the fourth 
class drug stores in communities of less than 2500 popu- 
lation, those merchants who operate general stores and are 
licensed to sell drugs in original packages without the ser- 
vice of a pharmacist. can sell vitamins. 

The Federal Trade Commission administers the Federal 
Trade Commission Act. Sec. 5 of which says: “Unfair 
methods of competition in commerce, and unfair or decep- 
tive acts or practices in commerce, are hereby declared 
unlawful.” These are broad terms and therefore include 
many acts that businessmen have performed and that in 
the eyes of the commission have been unlawful. The annual 
report for 1943 contains a list of types of unfair methods 
and practices covering nearly eight pages. This is the near- 
est thing to an authoritative codification of the stipulations 
of the commission that can be found. They are typical and, 
therefore, cover variations that ran into the hundreds. A 
few of these typical practices would be of interest, but the 
drug and ‘cosmetic industries are more particularly con- 
cerned with Sec. 12 and 13. These read as follows: 

Sec. 12. (a) It shall be unlawful for any person, part- 
nership, or corporation to disseminate, or cause to be 
disseminated, any false advertisement—-(1) By United 
States mails, or in commerce by any means, for the pur- 
pose of inducing, or which is likely to induce directly or 
indirectly, the purchase of food, drugs, devices, or cos- 
metics; or (2) By any means, for the purpose of induc- 
ing, or which is likely to induce, directly or indirectly, 
the purchase in commerce of food, drugs, devices, or 


cosmetics. 


(b) The dessemination or the causing to be dissemi- 
nated of any false advertisement which in the provisions 
of subsection (a) of this section shall be an unfair or 
deceptive act or practice in commerce within the mean- 
ing of Section 5. 


r 


1 For additional material on regulations see Chap. 5 covering certain reg- 
ulations affecting manufacture 


2 prug Trade News, March 12, 1945 


(Chapter 20 continues in the subsequent issue.) 
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